Next Week 
You Will Find 


in “The Recorder” 


Styles Conference and 
Sport Shoe Week 


Fortunate an industry that has some 
sort of cooperative machinery for AN- 
TICIPATION. 

This issue immediately precedes the 
Fall and Winter National Styles Con- 
ference of May 2nd and 8rd. It serves 
as a guide to the conference of retail- 
ers, manufacturers, tanners and the al- 
lied services of supplies. It is a trend 
indicator for the advance season. 

Policies of an industry move ahead— 
with change—into another selling sea- 
son and prove that collective foresight 
is better than “each for himself.” 

In concert, a new season’s footwear 
is to be planned.. This issue, therefore, 
becomes the forerunner of the confer- 
ence and an aid to its collective, crea- 
tive and cooperative work of anticipa- 
tion. 

* * * 


Plan now for another big cooperative 
shoe promotion in May. National 
Sports Shoe Week, with practical plans 
for its observance, will be featured by 
the RECORDER in next week’s issue and 
in succeeding weeks. 
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No. 1176-—WHITE KID AMY 
OXFORD 


Cc 
14/8 Wood Cuban Heel. . . $3.50 


No. 7676—BLACK KID AMY 
OXFORD 


No. 2108—PATENT LEATHER 
SEAMLESS OPERA 


pans to A to 82 


All Black Lining 
$3.10 


No. 2431—PATENT LEATHER 
LULU SANDAL 


- to A 


Medium rounded toe last 

20/8 Cuban Louis Heel 

Pastel Green Kid Lining 
$3.50 


No. 0431—WHITE SATIN LULU 
SANDAL 


Rhinestone Buckle. .Pink Kid Lining 
White Satin Sock... Pink Kid Trim 


No. 1430—WHITE KID LULU 
SANDAL 


Pastel Pink Kid Lining 
White Satin Sock 
Pink Kid Trimming 
No. 0430—WHITE SANDOLIN 

LULU SANDAL 

Pastel Pink Kid Lining and Sock 

No. 3430 — BLACK SATIN LULU 

SANDAL 


Pastel Pink Kid Lining 
Pastel Pink Kid Sock 
Black Satin Trim 


All with 20/8 Spike Louis i 


Ps tet oe et oe oe LS b r ‘ hi 2010+ Os O--O--@- 
Sanh 


“ONE GOOD TURN 











TURN SHOES 


footwear aristocrats 


Why are merchants who stock turn shoes 
looked up to with considerable respect? 


- Maybe it’s because there is an unavoidable air 


of aristocrary about turn shoes. 


Whatever the cause the fact remains. Mer- 
chants selling turn shoes are different. They 
attract the best type of customers. They 
prosper. So, it would seem that turn shoes 
are a badge of success, since they are com- 
panions of progressive methods and modern 
merchandise in successful stores. 


Dodge, Bliss & Perry hand-turned shoes are 
usually found in that type of store. Despite 
their air of elegance, many in-stock patterns 
retail as low as six dollars. 


* 
THESE 


TURN PATTERNS 
IN STOCK TO RETAIL 


$5 to %6 


FOR THIS YEAR OUR IN-STOCK SHIPMENTS 
HAVE BEEN NINETY-FOUR PER CENT COMPLETE 


* 
NOTE 
THE NEW LOW PRICES 
FROM $3.00 TO $3.50 


Terms 5% —10 days 
* 


Additional charge of twenty-five cents per 
pair on orders less than three pairs 


¢ 

} 

é 

SELLS 
ANOTHER” aoe 








* 


DODGE 
BLISS & PERRY 


COMPANY, !NC. 
NEWBURYPORT, MASS. 


No. 80102—DYEABLE WHITE 
MOIRE REGENT 
AAAA to B 


No. weet LEATHER 


No. 17150—BLACK KID REGENT 


No. 2680—PATENT DEL RIO 
AAA to A 42 to8 


16/8 Cuban Louis Heel 
Pastel Green Kid Lining 
No. 1680—WHITE KID DEL RIO 
with Pink Kid Lining 
$3.50 
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April 23, 1932 


The VOICE of the TRADE 


Pp ublic Enemy No. |— 


according to Governor Winant of 
New Hampshire in a radio ad- 
dress, is any industry which forces 
workers to accept starvation 
wages. He says this is no time 
for exploiting the labor of men, 
women and girls by paying them 
far less than the recognized stand- 
ard of wages. 


BOOMERANG 





We don’t know whether to be- 
lieve the following or not, but the 
story is told of a shoe cutter ap- 
plying for a job at $18 per week. 
He was asked to bring his own 
cutting board and tools and at the 
end of the week his pay envelope 
was short $1.80 for the item “over- 
head.” He protested, but was in- 
formed that that was the rule. 

* 


J. T. Pedigo, 
of the Pedigo-Lake Shoe Com- 
pany, St. Louis, says: 

“In the face of .the inclination 
of too many dealers in following 
the lines of least resistance, where- 
by they have advertised and sold 
price to such an extent that the 
danger is in its resultant deteriora- 
tion in standards of quality, which 
naturally lowers public taste. Fur- 
thermore, it is the natural trend 
of the average consumer’s mind, 
not being familiar with costs, to 
be led to believe that the lower 
the price the more the economy, 
and this appears to be the danger 
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of this propaganda. We believe, 
therefore, that the present chaotic 
state of price complex has been 
created by the attitude of retail 
merchants, who are trying to find 
some way for immediate results 
rather than to consider the in- 
evitable aftermath which must 
follow this sort of a problem.” 
* ok Ox 


Massachusetts manufactured 
24 per cent of the total quantity 
of boots and shoes produced dur- 
ing the first two months of 1932; 
New York 19 per cent; Missouri 
12.4 per cent; Illinois and New 
Hampshire 8 per cent each, with 
Maine, Pennsylvania, Wisconsin 
and Ohio trailing in the order 
named. 


ote 
4 


COME ON— GET 


ACQUAINTED 


<a 


E. B. Shays, 


of the Surpass Leather Company 
has found it surprisingly easy to 
convince the public that shoes are 
entitled to be sold at good prices. 

“My argument was the old one 
about the difference in the number 
of operations in making a hat or 
a hand-bag and a pair of shoes. 
I showed that while it took com- 
paratively few operations to make 
a hat, a man was willing to pay 
$5 or $10 for that article and did 
not seem to expect very much 
wear from it. In buying a pair of 
shoes he gets two articles made of 
quite a number of materials which 
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have been assembled under 150 to 
200 operations and he expects the 
articles to wear forever. 

* * * 


— K. Kelly, 


of the T. K. Kelly Sales System, 
Minneapolis, is now out on a trip 
covering the United States, visit- 
ing every city with a population of 


300 MEN / ‘y Pa 
4 a 
LR SA 


200,000 and more for “the pur- 
pose of selecting 300 of the very 
best merchandise men obtainable 
at good, big salaries,” for he ex- 
pects to triple his business this 
year. 

He says: “It behooves every 
business man to capitalize upon 
the value of advertising and sales- 
manship and thus eliminate hard 
times causing the wheels of in- 
dustry to turn rapidly, for this so- 
called depression is merely mental 
— fully 90 per cent of it — and 
right thinking regarding the possi- 
bilities of big business will do 
much to turn failure into success. 
Ever so many business men have 
sold themselves on the idea that 
the unsurmountable _ obstacles 
which confront them today are im- 
possible to remove. We, however, 
will not permit hard times to de- 
stroy our faith in business.” 

x ok Ok 





dd 
Small business has 


its inning,” broadcasts Dr. Julius 
Klein over a coast-to-coast net- 












































work. “One of the striking fea- 
tures of this troubled business pe- 
riod has been the emergence of 
small business as an increasingly 
important element in our economic 
structure. I do not mean that 
the big enterprises have all shrunk 
to little ones ; I am referring to the 
little fellows who never were big, 
but who are nevertheless making 
a go of it. This development is 
important to all of us, for small 
factories and small stores in the 
aggregate account for enormous 
proportions of the goods that we 
consumers use every day. Their 
prosperous survival affects, direct- 
ly or indirectly, the prices of nearly 
everything that we buy. The 
United States has for so long been 
teaching the rest of the world the 
meaning of ‘big business’ that the 
casual observer may get the idea 
that the small establishment in any 
industry was like a rabbit in a 
cage of big tigers. 

“Now I do not for a moment 
want to say that. the day of big 
business is over or that the econo- 
mies of mass production are not 
going to play an exceedingly im- 
portant part in our business re- 
covery. I do want to suggest, 
though, that it has been convinc- 
ingly proved that our little indus- 
trial rabbits can not only survive, 
tigers or no tigers, but can in 
some cases actually grow fat and, 
as rabbits of all sorts have a way 
of doing, can multiply.” 












BO YOU STILL 
HANDLE GOOD 


QUAL oise? 


uc 


The Knit Underwear 


Manufacturers of America are in- 
terested in the quality standards 
of the shoe industry. They say: 
“An ounce of quality today is 
worth a ton of apologies tomorrow. 
The merchant who doesn’t realize 
that price has been parodied until 
its punch is exhausted, has only to 
balance his books and look about 
him. The prospective customer’s 
eyelids don’t even flutter when the 
price cards are shifted to reveal 

















MR. TITE WAD AND 
MISS PROSPERITY 


—Mr. Tite Wad says: ‘““Why have you given 
me the cold shoulder, sweetheaart? You 
know you are the dearest thing in the 
world to’ me, and | simply cannot live 
without you.” 

—Miss Prosperity says: “But, my dear boy, 
you forget that we women like a little 
attention and haven’t much use for a 
tight wad. You have been spending too 
much time lately with Miss Depression, 
and you won't get anywhere with her. 
Spend a little money on me, my dear boy, 
and I'll come back. You can win me back 
with dollars but not with promises.” 


Sauce & _ ry 


President 





their reductions. There is a point 
in all price recessions where logic 
ends and burlesque begins—and 
that point has been reached—and 
even passed—so great was the ve- 
locity of the price debacle. The 
public is now demanding better 
grade merchandise, having ex- 
hausted the watery possibilities of 
the other kind.” 
- 


David G. Ong, 
president of the United States 
Leather Company, says the com- 
pany’s business for the first three 
months of 1932 compared favor- 
ably with the like 1931 period. The 
cash position is liquid. Inven- 
tories are reduced and there are 
no bank loans, he stated. 

“Gas has been located within a 
few miles of several thousand 
acres of the company’s lands in 
Pennsylvania,” he added, “and the 
company feels these lands eventu- 
ally may have considerable value 
for their possible mineral rights, in 
addition to their lumber content. 
The company’s lumber business 
currently is unprofitable, but cut- 
ting operations will be through by 
May. 

“Should the hide market show 
an improvement this year, United 
States Leather would stand to 





benefit from its increased inven 
tory values,” he pointed out. 


* %* * 


Leics the firs: 
two months of 1932, the shoe pri 
duction amounted to 47,113,202 
pairs, a gain of 7.4 per cent ov 
the corresponding period of las: 
year. Production in all States j 
February increased over that o/ 
January. 

The increase in Illinois was 16.7 
per cent over February, 1931; 
Maine, 26.5 per cent; Massachi: 
setts, 11.3 per cent; Missouri, 0), 
per cent; New Hampshire, 3.4 per 
cent; Ohio, 11.2 per cent; Penn- 
sylvania, 14.3 per cent, and Wi 
consin, 8.7 per cent. New York 
State’s production declined 44 


per cent. 
* * * 


Dario Freddi, 


son of an Italian shoe manufac- 
turer, now studying in America, 
reports : 

“Americans consider style :s 
simple lines and uniformity «i 
colors, while the Italians’ conce})- 
tion of style is completely the o- 
posite—broken lines and a variety 
of colors. For that reason, Italy 
will be the hardest field to be con- 
quered by shoe standardization. 
The shoe industry in my country 





is divided into a great number 0! 
small units with no inter-connec- 
tion at all. Perhaps we too cai 
learn the unification of industry. 
The majority of our workers 
were once makers of hand-maile 
shoes and the reaction they get |» 
machinery can perhaps be over- 
come. We have a lot to learn in 
increasing consumption of sho: 
—for against the three pairs wer) 
annually by an American stan: 
the 0.98 per cent of a shoe wort 
by an Italian. Such a small coi 
sumption means a small produc 
tion with all the consequences ac'- 
ing like brakes to our develo) - 
ment.” 


s 
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OH YEAH/ 


By 
AL RUBY 


l. has just been 
called to my attention that a large 
manufacturer of women’s shoes 
developed trouble with his head. 

After visiting Mayo’s and all 
the other leading surgeons in this 
country without any success, he 
finally made up his mind thdt he 
was going to see the wizard of 
them all, a man by the name of 
Braintinker of Berlin. 

Not many days later he was sit- 
ting in the office of this prominent 
surgeon awaiting examination. 

It took two full days to ex- 
amine this man, and then he was 
told that an operation would fix 
him up entirely OK. 

This man submitted to the oper- 
ation of having his brains re- 
moved, and then he was told by 
the doctor to go on about his busi- 
ness, while they were being fixed 
up like brand new. 

Two weeks went by and, lo and 
behold, the man never came back 
for his brains. Some days later 
the doctor was walking down the 
street and ran into the fellow on 
the sidewalk. He was so surprised 
and said: “Gee, you’re looking 
fine—what on earth happened to 
you? I have been expecting you 
in for the last two weeks to get 
your brains, as I have them all 
tinkered up and waiting for you.” 

Whereupon this manufacturer 
proudly said: “Never felt better 
in my life, Doctor. Since I have 
heen over here I got interested in 
a new business. I am retailing 
shoes now, and am happy to tell 
you that one doesn’t need brains 
for this new business.” 

This gave me a grand idea— 
I have cut out smoking, going to 
picture shows, or playing the stock 
market—you need not be surprised 
if the next you hear of me I am 
on my way to Berlin to see Doctor 
sraintinker. 
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, eae Crowther, 
economist, tells American women: 
“If you must hoard something, 
hoard goods. Buy real bargains 
in clothing, furs, furnishings, 
foodstuffs, shoes—in anything 
that you have a present or future 
use for, if it will keep. 

“Tf your income has not dropped 
30 per cent or more, you have as 
much purchasing power as before. 
If you do not use it to buy in 
your usual fashion, you are cheat- 
ing yourself of bargains.” 

Today’s bargains in all sorts of 
merchandise offer opportunities fo1 


thrifty folk to practice economy. 
*x* * * 


Stanley King 
becomes the new head of the State 
College at Amherst, Mass. He is 
proof positive of the fact that 
shoes are the great educators. His 
first lessons in shoemaking came 
to him as he hiked up and down 
the peaks of the White Moun- 
tains with J. Frank McElwain, 
demonstrating the footwear as 
well as lecturing on shoemaking 
and shoe merchandising. Mr. 
King then joined the W. H. Mc- 


Elwain Co. and has been in and 


of shoes since that time. 
* * * 


Henry Ford 
proves in one selling week that 
300,000 people had the money to 
buy new cars. He said: 

“Someone has to risk something 
to get the things started. The 
chief thing to do is to meet the 
public’s demand for something 
new arid better at a price the aver- 
age man can pay. We have done 
everything in our power to give 
the public that kind of a car. 

“T have said that we are taking a 
risk. But by that I mean a tem- 
porary risk. Our experience has 
taught us that such will be the 
case. We have faith, and faith 
you know is catching. If we have 
confidence, others will have con- 
fidence, too. The public will 
come half way. It always does. 
The huge number of advance or- 
ders already received demon- 
strates that point. The risk is a 
good one, because it is a risk placed 
with the people. I know of no 
better collateral nor any that is 
half as good.” 


“And then, we have the sensible heel for the sensible woman.” 
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WHAT THE SHOE STORE IS 
THINKING ABOUT 


Price Policy a Fundamental Problem in Retailing 


, Mahn has come to the belief 
that there is no such thing as complete stocks in any 
store. He believes that it is possible to have adequate 
stocks but no store can afford to have complete stocks. 

At one time he had thought very seriously of oper- 
ating on the one-price base. It seemed to be the 
easiest line of effort. Manufacturers were making 
and pricing shoes “across the board” and that gave 
him plenty of variety for a stock of women’s shoes. 
No customer would need to ask the price of the shoe 
because it dominated the window, the advertising and 
was a fixed item subject to change only at clearance. 


"PLL TAKE 


THEM” 


In conversation with customers and in actual work 
on the fitting floor, he learned this truth that now 
stands him in good stead. He found out that three price 
groups—low, medium’ and high—put life into the 
store. It was possible to get a thin selection of 
styles in the lower price group, a heavy investment in 
the middle group and a select and light variety oi 
styles in the higher price range. 

In the battle for business on the fitting floor, he 
found that the majority of customers would want the 
“middle price” shoe. It was the popular range; it was 
the most for the money with service attached. He would 


W 
HAVE YOU 
GOT SOME- 
THING » 
BETTER ? 
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» IN this sixth installment of the RECORDER’S story 
of John Mahn, shoe merchant, the proprietor of the 
Composite Shoe Store learns his lesson of price policy. 
He discovers that three price groups—low, medium and 
high—cover the range of today’s customer demand, 
while the one-price store is likely to lose out because 
its string is too short to reach from one extreme of 
purchasing power to another. Previous installments in 
this series, based on a survey of today’s shoe store con- 
ditions by the RECORDER’S Editor and Field Editor, have 
considered the problems of competition, selection of 
price lines, readjustment of stock to provide for in- 
creased business on a smaller investment, clearance 
sales and children’s shoes. Next week’s article takes 
up the discussion of men’s shoes. 


Vv Vv VW 


do a better job in the middle group because it was a 
compromise between lower price and high price and 
represented the middle demand of his town. John 
kept a complete run of stock and sizes in this group. 


"HAVE YOU 
GOT SOME- 


THING », 
CHEAPER? 


Latte; Pig bes 
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ONE PRICE LINE 


He insisted upon speed and certainty in in-stock ser- 
vice. It was the real backbone of his business. 

His lower price group carried the natural appeal 
to those of his customers who could not afford to pay 
so much for shoes. For the man, woman and child 
who must have good, serviceable shoes at the lowest 
possible price, this field satisfied. 

The upper level, however, was his particular pride 
and joy. He knew that he could give high quality in 
footwear and a continuing service to that section of 
his trade which appreciated shoes for their real worth. 

In the upper price group he found a means of esti- 
mating the ability of his salesmen and gauging their 
ambitions. He found out that a certain salesman had 
a natural leaning towards low price shoes, perhaps 
reflecting his own personal opinion as to the needs of 
the customer. Still another salesman made his book 
on the middle grade, with very few sales above or be- 
low. But there was one young man whose book 
showed a greater percentage of higher grade shoes 
and a pretty good balance of low and middle price 
shoes. He watched that young man and found out 
that his selling strategy was to give the customer an 
appreciation of good fit and good style and the cus- 
tomer, given a choice, almost invariably found the 
extra dollar or two to buy the higher priced pair. 
John resolved to keep his eye on this young man so 
that when the time came he would make him assistant 
buyer for even in a small store, it is a good plan to 
have a job-incentive to encourage men on the floor. 

The problem of grading up his sales, even in depres- 
sion, was not to be solved by conversation alone. It 

[TURN TO PAGE 38, PLEASE] 











P ossibly engendered by the spirit 
cf freedom that.is sweeping over the world, finding 
expression in nudist cults, sun bathing, the hatless 
vogue, etc., the idea of using openwork fabrics, which 
permit the entrance of fresh air and sunshine, for 
clothing, has been widely adopted by women. 

Mesh, as a fashion factor, is prominent in hats, 
dresses, hosiery, shoes and even in underwear this 
season. From head to toe and from inside out, the 
fashionable woman this Summer may be clad in mesh. 
It is the general popularity of mesh in other divisions 
of the apparel and accessory field that gives the shoe 
retailer an already open channel through which to sail 
his ship of exploitation on mesh shoes. The fact that 
they fit into the general fashion picture, plus their 
coolness and lightness, are arguments that should be 
used in selling mesh shoes to the public this year. 

Shoes in which mesh fabrics were used were intro- 
duced last Summer, an outgrowth of the braided 
sandal which caught the public fancy some seven or 
eight years ago. This sandal was a European idea, 
and for a season or two almost the entire supply was 
imported from Europe. The next 
step in the evolution was the use of 
Japanese woven straw ma- 
terials and gradually 


these were developed into open work designs, an: 
from then on it was but a step to openwork mesh fal)- 
rics, designed especially for the manufacture of shoes. 
Starting with the meshes of last year, which were 
rather plain, manufacturers have developed more in- 
tricate and pleasing patterns this year. Lack of space 
prevents our showing all the various mesh patterns 
on the market, but as a background for the shoes, we 
show you a sufficiently broad range to give a clear 
idea of the general run of patterns now being used. 
One of the advantages of mesh is its ability to tak: 
a dye any color to match the color of any other mat: 
rial, usually leather, with which it may be combined. 
While most of the meshes sold this Summer probably 
will be white, there already has 
been a good consumer response to 
meshes in colors, princi- 
pally brown and blue. 


Three eyelet oxford of kid and 

mesh, which may be developed 

in a solid color or in contrast 

The model sketched was brow: 
kid and ecru mesh 


a 


VASE: 


Pay Aw AVA 


3 


T 


heels 


A pump model employing mesh 

and kid. The mesh supplying a 

pattern treatment through side 
and vamp panels 


A modified Prince of Wales 

spectator sports model, of heavy 

mesh and pigskin, either brown 
or white or combination 
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In Almost Infinite Variety 


Open-work Fabrics Give 
Shoes the Modern 

Urge for Air 

and Sun 


and sandal effects, although the latter, because of the 

general lack of foot support in sandal patterns are not 

as frequently used as the oxford or pump patterns. 
Because mesh shoes fit so well into the fashion pic- 

ture for the coming Summer season, as well afford 

the wearer the ultimate in lightness, coolness and com- 

fort, they are comparatively easy to sell. This does 

not mean that they will sell without some pressure. 

In these days sales effort is nec- 

essary on every item in the 

store. The cool- 

ness and airiness 


The pattern of the mesh, alter- 
nate closely and loosely woven 
stripes, adds effectively to the 
pattern of this simple oxford of 
mesh, trimmed with kid 


Another three eyelet oxford 
type, in which the sandal vamp 


is filled in with mesh. 


This 


type of shoe may be sold to the 
woman who cannot wear a 


A further development of the 

mesh idea—a beach sandal with 

crocheted vamp, canvas quarter 

and cork sole and heel, the back 

of the heel being octagonal 
shaped 


Several of the meshes now on the market are vari- 
colored themselves, adding a decorative touch to the 
shoe when combined with white leather or plain white 
fabric. Metal meshes, of course, have found a place 
in evening footwear. 

Another interesting fact about meshes is that they 
are not confined to any specific price range in shoes, 
hor is their employment limited to a narrow range of 
patterns. Identical meshes are reported to be selling 
as freely in high priced shoes as in the lower price 
ranges, and the patterns used include oxfords, pumps 
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sandal 


of mesh shoes may be demonstrated in the display 
window by inserting small lights in the shoes and al- 
lowing the rays from these lights to shine through. 
Ordinary Christmas tree lights, eight in series, are 
often used for this purpose. Another method is to 
tie several threads to the meshes and blow air into the 
shoe, either through a tiny rubber tube or by means 
of a fan. The circulating air causes the threads to 
vibrate, demonstrating the fact that the air actually is 
going through the mesh. Displaying mesh hosiery, 
mesh bags, hats and dresses, of course, ties up the 
shoes with the rest of the costume. All these ideas 
may be translated by word or drawing into good ad- 
vertising copy to be used in conjunction with the win- 
dow displays. 
































C. W. DRAKE 


pene your windows often. And 
make every display a different picture. 

Windows have always been considered the eyes of 
a store, but today they are more important than ever 
because we have many more window shoppers look- 
ing for styles and values. It is this fact in the back 
of our minds that causes those of us who are in 
charge of displays to realize the seriousness of our 
jobs. A public that is shifting its sources of supply 
or thinks it is interested in discovering new sources is 
one which is unusually interested in strong selling dis- 
plays. 

This knowledge that our customers and prospective 
customers are constantly looking for something new 
and different is sufficient argument and reason for 
the almost perpetual changing of window displays. 
Windows cannot be changed or rearranged too often. 
And it is most important that the entire display and 
arrangement look entirely different every time the 
window is changed. This change should be at least 
once a week. Twice a week is even better. A sur- 









Change Windows 










Make every display a different picture is 
the theory of C. W. Drake, window man 
for Wilson Shoe Co.,of Orlando, Fla., whose 
displays not only attracted favorable atten- 
tion throughout the South but produced 
definite results in actual sales. In this inter- 
esting article, Mr. Drake tells how he does 
it and why. He gives the theory of shoe 
selling through the window plus the actual 
practice of building effective displays. At- 


tention is won by variety and change. 







prisingly large number of people pass a store regu- 


larly, day in and day out. If that store has many en- 
tirely different pleasing effects within a short period, 
the passers-by will always at least give it a glance. 
That in itself is worth something these times. It may 
be the first step toward the sale of a pair of shoes. 

I, like most other shoe men, have many duties and 
responsibilities in addition to my window work. Sell- 
ing shoes on the floor, chief assistant to Mr. Wilson 
and having my section of shoes to keep up is a fairly 
stiff assignment in itself, but this window job appeals 
to me most of all. And to you other fellows having 
similar jobs, these ideas and methods of mine may 
strike a responsive chord. Maybe you will disagree 
with them. Possibly you may have a better thought. 
Tell me through the REcorpER—or direct. 

Because I like to change the entire display and ar- 
rangement every time the window is changed. | pre- 
fer the display stands with divided base for the shoes 
to rest on. You can show the shoes from all angles. 
which appeals to most shoppers. It gives them a bet- 
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Often— and Change Everything! 


By C. W. DRAKE 


Display Manager, Wilson Shoe Co., Orlando, Fla. 


ter view of the shoes at a glance. They are more 
appealing to the eye and will create more of a desire 
to come in and try them on, which makes more cus- 
tomers for the store. 

I use regular 12, 18 and 24-inch window tables, 
and also the 12, 18, 24 and 30-inch shoe stands. For 
trim No. 1 I start at the front with a 12-inch table, 
set a pair on top facing the front. Also on the floor 
working toward the back. 1 place another pair on an 
18-inch shoe stand, then more shoes on the floor, work- 
ing toward the center of window. In the center I use 
a 24-inch table with an 18-inch stand on top of this 
and build up starting with shoes on the floor, using 
three 12-inch stands from the front of window back 
to the table, then building the other half as the first 
half working toward the center. When the trim is 
finished it has a broken line effect and with shoes 
placed at different angles each pair stands out to good 
advantage. 

I prefer window cards size 7 by 11 inches as they 


can be worked in most any part of the window and 


are plenty large enough to be seen. The wording 


should be plain and simple so it can be read at a 
glance and have a definite meaning. 

Color contrast is a big feature in a window, but your 
background of the window has a lot to do with the 
color scheme. Our walnut background works out fine 
with gold, red or orange plush or silks. For Spring 
season we like light greens and tans and a very pretty 
contrast is white or light shoes on purple plush. Silks 
and grass mats can also be used to good advantage, 
especially for sport trims. 


One window trim that was 
well worth while was used just before Easter. | 
used four panels cut from beaver board four feet 
high. One was 10 inches wide, one 14, one 18 and 
the other 22 inches and colored light green, then 
mottled darker green toward the border with a wet 
sponge. 

The panels were lettered “Humming Bird Hose, 
Newest in Spring Colors.” We also listed about 
[TURN TO PAGE 36, PLEASE| 


Attractive exterior of the Wilson Shoe Co., Orlando, Fla. Observe the table displays in the entrance, where customers may examine 
the shoes at close range and study their details. 
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Select Fixtures for Varied Effects 


Monotony in Window Displays Can Be Avoided 


Ae arrangement of 
shoes in the window plays an impor- 
tant part in attracting prospective 
customers and influencing sales. A 
large majority of stores have adopt- 
ed some policy for their trims and 
usually follow it more or less con- 
sistently throughout the year, be- 
lieving that it is the best type of dis- 
i play for their particular trade. This 
may or may not be true, but noth- 
ing will be lost by experimenting 
with a few changes from any definite policy in order 
to determine their worth and at the same time try out 
trims that have a different sales appeal in order to at- 
tract new customers. 

Stores selling the higher priced and more exclusive 
lines usually trim light, show comparatively few shoes 
and keep them low, that is, below the level of the eye. 
On the other hand, higher and stockier trims are rep- 
resentative of the lower priced shoes. This policy is 
followed so closely by many stores that the average 
person can determine by a glance at the displays from 
across the street approximately what price shoes the 
store is selling. 

While changes in the general appearance of the 
displays is recommended, it would not be good policy 
to go from one extreme to the other. A good store 
in the downtown district could not afford to copy the 
displays of another store in an outlying district be- 
cause the sale appeal is different; in the first case 
quality, fit and style are paramount, while in the other 
it is more a matter of price, and other ideas being 





Fixture No. 1 


secondary. 

Better stores employ the unit or group system in 
arranging their displays, while the cheaper ones 
usually crowd them all over the window, showing a 
pair of shoes wherever there is sufficient space. Both 
systems have merit but either one may be modified to 
secure a different sales appeal without affecting the 
general display policy. 

Shoes placed too close together are more confusing 
to the eye and more difficult to examine than those 
placed farther apart. The appearance of crowded 
windows may be changed by leaving several open 
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Through Frequent Changes in the Style of Treatment 


By J. M. WARD. YOST 


spaces between stocky groups, giving the effect of 
two or three trims instead of one in the same windwvy. 
Where the unit or grouping system is used, it may 
be changed by varying the number of shoes in each 
group as well as the distance between each grou 

Stores that have purchased a set of made-to-order 
fixtures to fit their windows, which would inclicde 
stands, plateaus, pedestals, tables, etc., may find it 
difficult to get away from the prearranged order. 
This can be easily overconie by ordering a few extra 
stands or fixtures. 

A good assortment of shoe fixtures should inclide 
a certain variety in order to obtain different effects, 
Four distinct types of display ‘ix- 
tures are shown in the accompaiy- 
ing illustrations. Fixtures No. 1 
and 2 have adjustable shoe sup- 
ports so they may be tilted at any 
angle. One is fitted with a square 
base, while the other has a round 
base, both of which are very pop- 
ular at the present time. Fixtures 
No. 3 and 4 with curved supports 
for holding two or more pairs of 
shoes may also be used for hosiery 
displays. A display made entirely 
with fixtures as shown in IIlusira- 
tions 1 and 2 is bound to have a 
certain amount of novelty. This is 
equally true of a display made with 
all stands having a circular ef/cct 
as with Fixtures No. 3 and 4. 

Illustration No. 5 shows a novel 
display fixture which is reversi))le, 
that is, two sections may be used in combination :s 
shown in the two small sketches. This fixture may 
also be used as an elevation for smaller fixtures. The 
tops are removable and they may be had in composi- 
tion or hard wood. 

Tllustration No. 6 shows a set of outline fixtures 
which are very convenient, as they may be arranged 
in so many different positions, two of which are shown 
in the small sketches. This fixture is 8 inches square 
and is made in heights of 8, 16 and 24 inches. Th:y 
also take the place of plateaus, pedestals or smal 











Fixture No. 2 
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Fixtures of this descrip- 
tion are not only orna- 
mental but highly practi- 
cal as well, making it 
possible to show the cor- 
rect color in hosiery for 
the particular styles of 
shoes that are featured. 


No. 3 


tables where elevation is required. The name and 
address of the manufacturers of any of the fixtures 
illustrated will be given on request. 

One of the chief advantages to be derived from the 
use of fixtures of the general classification illustrated 
in No. 5 and No. 6 is the fact that they can be used 
in such a way as to present a very wide variety of at- 
tractive displays, giving the freshness of appearance 
which is recognized as one of the most important ele- 
ments in good display. Fixtures, of course, should 
bear some relation to the size, shape and general 
character of the windows themselves. They should 
also harmonize in a general way with the type of back- 
ground and decoration that is being used. 


F or example, a distinctly 
modernistic style of fixture. built on the square lines 
now so much in vgue, should not be used with a high- 
ly decorative background reflecting an entirely differ- 
ent style of design or in a window with a permanent 
Gothic style of background. If interchangeable back- 
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grounds are used, these can easily be made to conform 
in style and treatment with the type of display fixture 
that the store uses. 


- should also be a proper 
relation between the type of fixture and the merchan- 
dise itself. Men’s shoe windows, in general, are more 
restrained in treatment than those featuring women’s 
shoes and less elaborate styles of fixtures are in order. 
The store that features high grade merchandise will 
naturally use a more dignified and refined style of dis- 
play and this fact should be kept in mind in the selec- 
tion of fixtures. High style shoes can be displayed 
more effectively on fancy fixtures than could merchan- 
dise of a corrective or service character. The correc- 
tive store that went in for too fancy window displays 
would, to a large extent, weaken the impression of 
professional service it would naturally wish to create 
in the minds of prospective customers. 

Fixtures for the windows were formerly regarded 
aS semi-permanent equipment that could be used year 


ay 
i] 7 
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after year with relatively small replacement cost. In 
these times of constant change, when the aim is ever 
to show the public something new and different, the 
store that is up and doing must expect to replace its 
fixtures and other window and store equipment much 
more frequently. This fact in itself argues for a 
more simple style of fixture that will not be too ex- 
pensive and that can be discarded without entailing 
undue cost in replacement. Aside from this eminent- 
ly practical consideration it is also well to keep in mind 
the fact that simplicity of treatment in windows tends 
te focus attention on the shoes themselves and likewise 
obviates the likelihood of some of those unfortunate 
impressions created when a window is overdecorated. 

Shoe windows are far more difficult to trim effec- 
tively than those of other stores wherein the merchan- 
dise itself can be employed to produce a constant va- 
riety of new effects. Shoes, despite their variety of 
materials and styles have, nevertheless, a certain same- 
ness that can only be relieved by fresh background and 
new arrangements. 
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Selling Shoes by Collective Action 


American industry has waited for 
some external force to give it a new prosperity mo- 
mentum. We are now at the stage where raids on 
the Treasury of the United States have been recom- 
mended as self-starters toward better business. 

At the moment American business is paralyzed by 
the obsession that business will not get better unless 
some external force is brought into play. Some men 
advocate that the government borrow bond money or 
run its printing press to produce new money—or to 
give it away in a big bonus—or to finance public 
works. The cure by any of these forms of inflation 
may prove to be worse than the depression itself. 

Isn’t it about time that we all returned to the con- 
sideration of the part each industry can play in in- 
creasing the consumption of its goods? The automo- 
tive industry leads the way. It expended over $3,- 
000,000 in promoting Auto Sales Week and achieved 
very favorable results. There was a collective inter- 
est in making the public conscious that week of auto- 
mobiles and the pleasures of the outdoors in Spring- 
time. The industry itself tried its best to lift retail 
sales of cars by collective action. There was plenty of 
competitive salesmanship but the big stimulus was 
given by the trade centering all efforts into one mag- 
nificent sales week. 

Now we come to the point of asking a trade to 
consider a united presentation of sport types of foot- 
wear, salable to every man, woman and child. It is 
true that every store carries and displays and sells 
sport shoes; but nothing has been done in concerted 
action to develop a national interest in these shoes 
at a psychological time favorable to every section of 








a SPORTS SHOE —— 


MAY 23-28 





the country. We have, in the shoe, an article that 
lends itself readily to concerted promotion. It is pos- 
sible to get every dealer, everywhere, to put into his 
window, his advertising and his promotion, the theme 
of sport shoes. It is possible to do a collective job. 
All that we lack is a sense of unity. We fight one 
another as competitors for the public’s shoe money. 
What we don’t do is fight every other industry for 
the little sum of money that might better be spent 
for new shoes than for almost anything else. 

We lack nothing except the courage to do the ob- 
viously necessary thing—show the shoes at one time: 
promote the shoes at one time; and sell the shoes at 
one time—and make the American public conscious of 
the fact that they need sport shoes at this time. 

The shoe industry can prove that it can lift itself up 
by its own sales activity and then it will be doing its 
hest in lifting the slump effecting all industries. 


We believe that it is possible for an industry to 
collectively do a job that it can’t individually do as 
well. Here’s what we have in mind—finding some 
common selling idea that can be used by every store 
in town at the same time. We believe we have found 
it in NATIONAL SPORT SHOE WEEK—MAY 23- 
28. We therefore announce it as an open promotion 
to stimulate public interest in sport shoes. 


We will have much to tell on “how to do it” in 
windows, advertising, over the radio, news releases 
and publicity promotion in the issues of April 50, 
May 7, May 14 and May 21. A month of preparation 
for a serious test of the possibilities of “getting more 
shoes sold right’ early in the season. 
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WHY SHOULD YOU 


be interested in our shoes? 


URS is not a large plant. We are not known by 
the thousands of pairs we turn out daily. I sus- 
pect that some retailers may not even know of us. 

In spite of all this we have gone on making shoes 
since 1912 and have won a lot of friends. Today when 
business seems to be light in most lines, I am grateful 
to say that we are kept busy. 

One factor that probably accounts for this is the personal 
service we strive to give each of our dealers. It means that we 
furnish them with shoes which reflect honest value and style. 
It also means that close attention is given to their individual 

TO RETAIL AT needs. We know many of them by their first names. They 
$ 5 know us. We usually consult with them before introducing 
new styles. We supervise their orders with scrupulous care to 
make sure they will be pleased. Our plant is small enough 
so we can do this. 

If you choose to do business with us, you will find us anx- 
ious to render service which follows through after the sale. 
And you will soon discover that you are handling a line of $5 

MARLENE women’s welts in which craftsmanship is invariably evident. 
Bring | Suinished for, Seironet If you specialize on $4 shoes, you'll be interested in our new 
brown kid with contrasting trim 


and 15/8 leather Cuban heel. 
Widths AAA-D 


$4 line of women’s welts. Write for our catalog. 


ROBINSON-BYNON SHOE CO. 
Auburn, New York 


A snappy True Step tie made 
in the following combinations: 
Grey Grisette with Black Trim, 
Brown Frog with Brown Trim, 


Natural Pigskin with Brown Cal 
Trim. 16/8 built up leather hee 


Widths AAC Combination Last Arch Shoe 


COMBINATION LAST 


ARCH SHOE 
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Style Meeting and Leather Show 






Plans for Fall Conference and Tanners Ex- 
hibition Promise Interesting Trade Session 


WHAT? 


Pp lans are well under 
way for the semi-annual 
meetings of the Joint Con- 
ference Style Committees of 
the shoe and leather industry, 
to be held in conjunction 
with the seasonal displays of 
new leathers for next Fall 
and Winter. As in past sea- 
sons, the leather display and 
meetings will be held at the 
Hotel Astor, New York City, 
and the dates are May 2 
and 3. 

The foundation for these 
meetings and display of 
leather was laid several weeks ago when the color 
card committee, representing manufacturers, tanners 
and retailers, met in New York and, in cooperation 
with the Textile Color Card Association, made its se- 
lections of new colors for Fall. 

The colors chosen have been passed along to the 
tanners, who now are engaged in making the finished 
leather to be displayed during the meetings. Ordi- 
_ narily it requires about six to eight weeks from the 
time the new colors have been chosen for the tanners 
to‘ have the finished leathers ready for inspection. 
Thus the work of the color card committee coincides 
with the time of the meetings of the Joint Conference 
Committee in enabling the tanners to do their part. 

In the meantime the members of the joint committee 
have been busy with plans for the meetings on May 
2 and 3. As in past seasons, the several style com- 
mittees of the National Shoe Retailers Association, 
under the general chairmanship of J. Gordon McNeil 
of Thayer-McNeil Co., Boston, will assemble at the 
Astor on Monday, May 2. 

The committee on women’s shoe styles, under the 
chairmanship of Paul Siegel of O’Connor & Gold- 
berg, Chicago, the men’s committee under the chair- 
manship of George N. Geuting of Philadelphia, the 
committee on juvenile shoes under the chairmanship 
of Clyde K. Taylor of R. H. Fyfe & Co., Detroit, and 
the committtee on “volume” shoes for the wholesale 


for Fall. 


WHY? 





WHEN? May second and third, 1932. 
WHERE? Hotel Astor, New York City. 


WHO? National Shoe Retailers’ Associa- 
tion, National Boot and Shoe Manufactur- 
ers’ Association, Tanners Council of Amer- 
ica, National Shoe Wholesalers’ Associa- 
tion, National Shoe Travelers’ Association. 


To Formulate Fall and Winter 
Style Program and Present Fall Leathers 
and Colors to the Industry. 


Semi-Annual Joint Styles Con- 
ference of Shoe and Leather Industry and 
First Official Showing of American Leathers 


and chain store trade, are or- 
ganizing thir programs. 

Each committee will meet 
in a special room reserved 
for its use on the eighth 
floor of the Hotel Astor. In 
preparing their programs, 
each committee will be as- 
sisted by leading stylists 
identified with the shoe and 
leather industry, supple- 
mented by style leaders from 
the textile and silk industries 
and experts representing 
leading fashion magazines. 

These meetings are open 
te all retailers and buyers. Each is privileged to at- 
tend the particular meeting in which he may be most 
interested or maybe devote part time to all three. 
In this connection, however, General Chairman \ic- 
Neil wishes to emphasize the fact that each meeting 
will convene promptly at 10 o’clock: This is essen- 
tial because of the time required to do the work prop- 
erly and to avoid evening sessions. 


At these meetings reports will be 
made by the color card committee, who will present 
the new shades for Fall and Winter and which also 
will be shown in leather and other materials. In ad- 
dition there will be brief summaries of the general 
style situation in footwear and related lines by a num- 
ber of stylists and fashion experts and a prescn- 
tation made of the trend of color and fashion and 
its influence on styleful footwear for Fall and 
Winter. 

These meetings afford a wonderful opportunity for 
retailers, buyers and others interested to reccive 
authentic and advance information and data on style 
trend and also to obtain the benefit of the general dis- 
cussion on style development and the views of lead- 
ing members of the shoe and leather industry, as well 
as of those who are recognized as leaders in the 

[TURN TO PAGE 38, PLEAS| 
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$5 Retailers —“Parade’ Sport Shoes 
A Hit With Men Everywhere 


No. 8317. Men’s Genuine White = XN % No. 8304. Men’s White Boarded 
Buck, Black Sole and Leather ,| Calf with Black Calf Trim, 
Heel. A 8-11; B 7-11; i : Leather Heel. A 8-11; ¢ 

$340 ‘.:: BrILCD6ll... Je 
No. 8305. Same in Ecru Calf 
with Brown Calf Trim. 


15 Sport Shoe Patterns ' r Fas ne There are more than 
ALL TYPES SOMES 75 Different Patterns 


ALL LEATHERS cs in Our Men's $5 Retail Group 


No. 8310. Men’s White Boarded Calf with / No. 8311. Men’s Ecru Calf with B 
Black Calf Trim, Ventilated Vamp 7 Calf Trim, caer ah lip? 


and Quarter, Half Rubber ¢ 25 Quarter, Half Rubber 
Heel. B7-11;C-D6-11 .... 325 Heel. B7-11;C-D6-11... $325 


In Stock, Ready to Ship ...Write or Wire for Salesman 
Catalog Furnished Quickly on Request 


Pcelev.- - BRANCH OF INTERNATIONAL SHOE co. - - St. Louis 
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in Foot Health 


Week Promotion 


F oot Health Week was successfully 
featured in shoe stores throughout the country April 
18-23, and while it is impossible to report actual re- 
sults at this writing, the enthusiasm of merchants and 
the resourcefulness shown in planning and promoting 
the big cooperative event indicates that observance of 
Foot Health Week is destined to take its place as one 
of the outstanding merchandising features on the shoe 
store calendar. Many merchants and buyers have 
written the RECORDER commending this publication 
for its part in the promotion of the Foot Health Week 
idea. 

“T have taken particular interest in recent numbers 
of the Boor anp Sor Recorper and the practical 
suggestions in connection with Foot Health Week,” 
writes A. H. Geuting of Philadelphia, president of the 
National Shoe Retailers Association. “All the articles 
seemed to click with me.” 

The Geuting stores featured an extensive promotion 
cf Foot Health Week, approaching the publicity prob- 
lem from seven angles, as follows: 


1. Public relations. Printed copies of the procla- 
mation issued to retail shoe dealers by A. H. Geu- 
ting, president of the National Shoe Retailers’ As- 
sociation, were mailed to every chiropodist in 
Philadelphia. This list was obtained through the 
Publicity Committee of the Philadelphia Chiropody 
Association. Accompanying these proclamations 
was a letter congratulating the chiropodists on their 
undertaking and inviting them to come to the Geu- 
ting stores during the week and have explained to 
them the various scientific shoes, facilities for fill- 
ing orthopedic prescriptions, etc. 

2. Six radio broadcasts of 15 minutes each, be- 
ginning Sunday afternoon and continuing until 
Friday. 

3. Fifteen-minute radio talks made by two se- 
lected osteopaths specializing in foot troubles, two 
surgeons specializing in foot operations and two 
chiropodists. These doctors were requested to do- 
nate this short period in furthering the work in 
which they are engaged. 

4. A display in the window of the emblem adopted 
by the Chiropody Association, signifying Foot 
Health Week, which was also used in some of the 
advertising. 

5. The running of an ad on Sunday in all three 
Sunday papers, announcing Foot Health Week, its 


Merchants Cooperate Successfully 









Seven-Fold Publicity Plan Used 

in Geuting Stores to Make Cus- 

tomers Conscious of the Impor- 

tance of Correct Fitting Plus 
the Right Shoe 


purpose and Geuting’s professional services in con- 
nection therewith. 

6. Displays in the windows, both in Market and 
Chestnut Streets, of eight (8) feet, showing the 
chief troubles encountered normally, each with a 
card explanatory of the trouble. Displayed with 
that was the last best suited to help that particular 
condition. In the out-of-town stores lasts for chil- 
dren were featured, and a pair of feet in each store 
emphasizing the condition for which the Poise Con- 
trol shoe was created. 

7. Several advertisements featuring Geuting’s 
Shoor-Treds in connection with healthy, vigorous 
feet. 

S. J. Brouwer of the Brouwer Shoe Co., Milwau- 
kee, who has been a leader in the promotion of ortho- 
pedic footwear and a successful exponent of that form 
of merchandising that stresses foot health and correct 
fitting as the chief objectives, writes the editor of the 
RECORDER as follows: 

“Just to tell you that I appreciate the splendid piece 
of analytic work you are doing for the shoe men of 
‘America. Can I be of further service to you on your 
Foot Health Week?” 

Writing in the Milwaukee newspapers in connection 
with the Foot Health Week publicity, Dr. T. L. 
Northrup made these constructive suggestions : 

“For morning wear, and by morning wear I mean 
for that part of the day when one is on their feet 
most, either standing or walking, shoes should be se 
lected that are broad at the ball and toe and have me- 
dium low heels. This will give the muscles of the 
foot their proper amount of freedom and allow the 
bones of the foot to take their proper position in walk 
ing. 

“For afternoon wear a little more stylish shoe ma) 
be used, but always insist on having a shoe that i> 
straight on the inside, and by this is meant, a shoe. 
the inside of the sole of which is straight forwar 
from the ball toward the toe, and does not swing to 
the middle line of the foot. Be sure that they are 
correctly fitted and remember that a shoe that is big 
enough looks better on the foot than one that is tight 
and gives the appearance of restraint. 

“For tennis, golf and hiking the usual shoe that is 
[TURN TO PAGE 34, PLEASE | 
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ARE THE ONES THAT COME 
BACK TO YOUR STORE ... 


... Shoe merchants who think in terms of 
giving the customer greatest value realize 
the decided advantage in handling genuine 
Compo Shoes. They have learned that 
there is an inherent quality in Compo 
Shoes which is not attained in other brands 
O MP of cemented shoes. They know from ex- 
en perience that in genuine Compo Shoes there 
tveee GENUINE COMPO SHOES can be produced only is a permanent adhesion, a bonding of sole 
by authorized users of Compo Equipment and Compo Adhesives. and upper which outlasts the shoe itself. 
... Merchants who are most successful in 
bringing ‘‘profitable feet’’ back to their 
stores are the ones who prefer and specify 
genuine Compo Shoes. 


COMPO SHOE MACHINERY CORPORATION :: NewYork - Boston - St. Louis 
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There was a time when shoes 
had to be “sold,” and we are 
right back there again. So we 
had better brush ourselves up. 
No good salesman can afford 
to present a gloomy face to a 
customer who has money to 
spend. Let the boss do the 
worrying, for worry and sales- 
manship don’t mix. 


Shoe Stores 


Put a P.M. on Double Head- 
er Sales, Use Suggestive Se'l- 
ing with Intelligence and Keep 
Shoes and Accessories Out 
in the Open Where Cus- 
tomers Can See Them Ave 
Three Ways to Increase the 


By Sum Total of Sales at Reiail 


G. G. BOYLE 


a have often heard the saying, 
“Salesmen are born not made.” This may be so but 
certainly a lot can be done to improve one’s selling 
ability. In the first place experience is a wonderful 
teacher. Personally, I have spent over ten years in 
the capacity of salesman and manager for a company 
that operates a large group of high-grade retail shoe 
stores. I have received training and experience that 
are my greatest assets. No one can take away the 
knowledge I have acquired in these years. 

During this time I was particularly fortunate in 
having for my superior a man who has been success- 
ful in working himself up to the position of general 
manager of all our stores. Certainly this should speak 
well for his ability to train salesmen and I shall al- 
ways be grateful for the principles he taught me. His 
teachings are no doubt responsible for any success I 
may have attained. 

Salesmanship is the real backbone of any retail bus- 
iness. The entire efforts of those closely affiliated 
with the store, such as the manufacturer, buyer, etc., 
are lost if the salesman is not competent to do his job 
well. It is really on his shoulder that rests the re- 
sponsibility of getting more shoes sold right. Sales- 
manship in the shoe business is really a profession. 
Not only must a man have all the qualities of a sales- 
man but he must have a thorough understanding of 
how to fit shoes. Shoes are, after all, the only part 
of a man’s wearing apparel that if not fitted correct- 
ly will hurt him. A shirt and a suit of clothes may 
not fit him just right, yet there is little chance of their 
hurting him. 


I personally believe the first thing to be instilled into 
a salesman’s mind is respect and admiration for his 
firm. Without this thought in mind he certainly is 
not going to get very far. We are quick to inform a 
new man that our intentions are to train him to be a 
manager for it has long been a habit with us to pro- 
mote from the ranks. There is no doubt that this is a 
great incentive for a man to put forth his best efforts 
in order to receive recognition. To back up this story 
we now have four managers who were formerly cm- 
ployed by us as bundle boys. 


[ believe a store window should 
be trimmed to back up instructions given to the sal: s- 
men. For example, if you instruct the men to scl! a 
particular style it should also be shown in the win- 
dow and sometimes featured. While we are on this 
subject, it is well to have in mind that often, in pay- 
ing too much attention to the appearance of a window 
trim, we are inclined to forget whether it will show 
results. Personally, I believe it is much better to trim 
a window that will produce results rather than one 
that may have a slightly better appearance witho't 
results. In these days results “listen” very good. 

I have always considered young salesmen more (|c- 
sirable for their minds are invariably more flexi!)'c 
and for this reason they are much easier to train. | 
am ready to admit, however, that the man with expe- 
rience is unbeatable if he has not allowed himself to 
become too set in his ideas. 

The average salesman will do well to stop to con- 
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Today Need Creative Selling 


Fr 6hCUG 


sider that the training he is receiving is of even more 
value to him than it is to his firm. Even if he should 
lose out with his present employer, he can always take 
his training wherever he goes. 

The old P.M. system still seems to be one of the 
best incentives—especially during these times. One 
of the salesman’s greatest assets is his ability to make 
“CU” business or call trade. There is nothing more 
pleasing to the manager of the store than the remark: 
“I want to see Mr. Jones.” That is assurance he is be- 
ing well taken care of by Mr. Jones, who is holding him 
as a satisfied customer, which by the way is just what 
Jones is getting paid for. If you happen to be work- 
ing on a percentage basis and have enough of such 
customers you automatically raise your own salary. 

Did you ever try what is known as “cooperative 
selling?” That is when a customer is recognized by 
a salesman, other than the one who is serving him, let 
the other salesman also speak to the customer and 
help in selling him merchandise by “power of sug- 
gestion.” What the customer purchases will surely 
reflect his pleasure in the attention he has received. 
This is also a good spot for the manager, whose opin- 
ion invariably carries more weight, although he may 
say identically the same thing as the salesman. You 
will find his remarks will have a more desired effect. 
If you don’t think so just try it to see the effect. They 
like it. 

You can hardly expect your salesmen to accomplish 
very much if they are not in a happy frame of mind. 
If you must reprimand them, save it until the end of 
the day. You will find it puts 
more dollars in the cash drawer. 

Here is one way to save a. few 


Tell the Public: 


Vv 


ness. Use it and you will be pleasantly surprised with 
the results. It is a mistake to try to adjust a com- 
plaint along his line of conversation, for he will in- 
variably beat you. 

Here is one way to sell more shoes. Get your sales- 
men‘to sell more double headers. How? Put a P.M. 


on all double headers and a larger P.M. on triple 
headers. The average salesman who sells ten pairs 
of shoes to ten people has just ten chances to sell a 
double-header and it is always well to show the second 
pair of shoes for educational purposes if none other. 


Vou have often heard the remark: 
“Out of sight, out of mind.” It is still true. The 
success of the Five and Ten is largely explained by 
the fact that their merchandise can be easily seen. 
Shoes kept in a box certainly do not create a desire 
to buy. Get the shoes out of the boxes. Let the cus- 
tomers feel them, look at them and know about them. 
Always think of that second pair. No good salesman 
will assume that his customer is a one-pair buyer. 
The average store has a certain amount of cus- 
tomers to whom it is impossible to sell shoes that are 
long enough. After the salesman has tried to sell 
shoes of the right length, if the customer still insists 
on buying them too short, we believe it is better to 
advise him the shoes are short, then mark the shoes 
accordingly in front of the customer, at the same time 
assuring him he will have no come-back against the 
store, than lose the sale by letting the customer go 
elsewhere. I can recall some very 
good customers who have been 
wearing short shoes for a num- 


sales. Did you ever see your best 
salesman when he did not hap- 
pen to appeal to a certain type of 
customer? This is just where the 
manager fits in like the ham be- 
tween two slices of bread. He 
completes the sandwich or the 
sale. If you happen to be in the 
high-grade business, you have no 
doubt noticed the higher-than- 
average mentality of your cus- 
tomers. For example, when you 
are trying to adjust a complaint 
with a well-known lawyer who 
wants more than he is entitled to, 
you have only one ace in the hole, 
your knowledge of the shoe busi- 
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“GET MORE WEAR 
OUT OF SHOES” 


Buy GOOD Shoes—They wear, keep their 
shape and stay comfortable longer. Can be re- 
serviced more economically. 

Keep Shoes Polished—The oils in good pol- 
ish are just as beneficial to the life of leather 
as is the shine to appearance. Keep some pol- 
ish handy. 

Don’t Dry Wet Shoes Too Quickly—and 
don’t wear wet shoes any longer than abso- 
lutely necessary. 

Keep Your Soles Off Hot Surfaces—espe- 
cially if the shoes are wet. 

Use Shoe Trees—To preserve shape and 
comfort. 

Alternate Shoes—Give one pair a rest each 
day to dry them out well. 

Keep Heels Straight—Crooked, run-down 
heels not only look bad but strain the seams; 
shoes soon lose their shape and break down 
instead of wearing out. 
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ber of years and there isn’t a 
merchant in this town who could 
persuade them to buy a longer 
pair. Why chase this business to 
your competitor ? 

Service and selling go hand in 
hand. When a customer asks you 
to take care of a minor detail, 
such as putting in extra laces or 
a shoe horn, etc., don’t forget 
about it. Many a store has lost a 
good customer just on account 
of a small mistake like this, and 
another way to lose a customer is 
not to make deliveries when you 
promise them. 

[TURN TO PAGE 34, PLEASE] 
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comfortable and serviceable 
black kid shoes to customers of 


JAMES SHOE Mire. Co. 


MILWAUKEE WISCONSIN 
IN THEIR 
FOOT NOTES OF FASHION 
Sf 


Success so rapidly won as that 
scored by the James Shoe Mfg. Co. 
does not happen. It has to be earned 
by merchandise that commands and 
holds confidence. 


In merchandising their lines of 
women’s novelty shoes to retail at 
$5 their purpose is to always give 
the customer an even handed 
measure of smart style and consis- 
tently upheld value. 


We are assured by their steady vol- 
ume use of RUBY KID in both 
bright and dull finishes that it is 
definitely helping them to not only 
make customers but also hold their 
loyalty. 


It is with no less satisfaction, how- 
ever, that we are permitted to print 
the following: 


“The close, fine grain, uniform finish and 
splendid wearing quality of Evans Ruby Kid 
is a big factor in our business, in maintaining 
CUSTOMER SATISFACTION!” 


JOHN R. EVANS & CO. 


Camden, New Jersey 


Cineinnats Philadelphia 
Rochester Boston 
Milwaukee St. Louis 
A & 
932 Boor aND SHOE RECORDER 
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Standardize on 
“Evane Brand 














Maintain Standards 
of Quality and 


Customer Service 


Merchants Who Follow Lines of Least 
Resistance and Surrender to Price 
Opportunism Will Lose Their Identity, 
Asserts H. W. Rodgers of Decatur, Ill. 


H. W. RODGERS 


Jase now when a big proportion 
of the public has gone away from quality, many shoe 
merchants are following the trend. This isn’t in the 
least surprising, but it is a situation that holds possi- 
bilities of grave danger. Many stores which have 
enjoyed a reputation that required generations in the 
building have tossed this reputation out the window 
by going in for low grades too low to appeal to their 
own trade. - Their regular customers were willing to 
pay more money than the low grades warranted, while 
the people who habitually bought the lower grades 
had this store classed as a high priced house. As a 
result, neither class of customers patronized the store 
to such an extent as to make the lowering of grades 
a successful experiment. 

Other merchants who are looking present problems 
squarely in the face feel that they cannot work on 
past performances or community standards. Their 
name as a good store is worth a great deal but only 
as long as they keep faith with their particular trade. 

H. W. Rodgers of Decatur, IIl., is a retail shoe 
merchant who takes this position of maintaining qual- 
ity at all hazards. Mr. Rodgers says: 

“T have often been severely criticized for not taking 
advantage of breaks that would save or make con- 
siderable money for the store. For instance, during 
this depression I could have put in cheaper shoes 
and sold them at a long profit. But I chose to stick 
to my grades, take the depreciation and go in the 
red. The traditions of this store will not permit any 
tricky methods to be used. 

“If successful merchandising is to be judged by 
big profits and rapid turnover, then I am too modest 
to lay any claim to being a success. We have the con- 
viction that the retailing of shoes is highly profes- 
sional in character and these are times when pro- 
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fessional services are not as remunerative as some 
other types of service. 

“Our store is different from most others in that we 
carry a large stock of corrective shoes in a long line 
of sizes and widths. We carry women’s shoes in 
AAAA to size 10, and men’s in AAA to size 13. 
While our stock is large in proportion to the volume 
of sales, we do not have to take the depreciations tha! 
have to be taken on faddish models. We have a few 
models that we have carried for twenty years. They 
are still good and the only depreciation necessary is 
in times like these when there is a general readjust- 
ment. Then, too, we benefit proportionately when 
prices go up. 


dd 
The last few seasons, 


with sales volume way below normal, it has been very 
hard to make profits. While there are some items of 
expense that cannot be altered readily, we have re- 
duced others quite materially. I have been criticized 
for not letting part of our sales people out, but I 
cannot see how we will ever solve the depression 
problems by letting our people out to walk the street 
or by taking the other fellow’s job away from him. 
Every man in our employ has been with us for a 
number of years, and has contributed materially to 
our success, and I feel that I should do everything 
that I possibly can to take care of them now. 

While I have sold shoes for 42 years, I feel that 
the last two years have been the most interesting and 
most eventful of my entire experience. We have 
learned some valuable lessons that we should know. 
We have learned that human values are the best 
values ; that happy, satisfied customers are the biggest 

[TURN TO PAGE 38, PLEASE] 
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RICAN, 
LEATHERS “ 


for FALL, 1932 


HOTEL ASTOR—NEW YORK 
MAY 2-3, 1932 


Held in conjunction with 
Joint Style Conference 





———— 


oe / |) 


NEW 
LEATHERS . . . Fetailers, manufacturers and stylists are cordially 


invited to attend this exhibition of stylish leathers. 


N E W : . . . practically every important American tanner of 


upper leather will display new lines of fashionable 


COLORS leathers for autumn wear. 


. new style leathers, new mode-making ideas, new 


N E W oa colors—all will be revealed to those who attend. 


. a wonderful opportunity to more definitely deter- 


STYLES wi mine in your own mind the many new trends 


which will vitally affect your business during the 


later part of 1932. 
N F W . . . plan NOW to come—bring your staff—the dates, 
May 2 and 3—the place, Hotel Astor, New York 


IDEAS a 
TANNERS’ COUNCIL OF AMERICA 


EXHIBIT COMMITTEE 


J. J. Lyons, Chairman 
J. W. Griess J. T. McCauley. 
G. H. Mealley F. H. Miller 
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Jeff Smalley .was an independent 
shoe merchant in a suburb of Philadel- 
phia. He prided himself on being in- 
dependent. | 


Wheneyér a traveling man offered ‘a 


suggestion, Jeff. would put his thumbs 
in his armholes, shift his cigar to the 
other side of his mouth and say, “Are 
you trying to téll: me how to run my 
business?” Traveling men soon quit 
offering advice. ~ 

A modern chain shoe store opened up 
across the street arid a townsman vol- 
unteered, “Well, Jeff, you'll. have to 
slick up the old store‘*now.” To which 
Jeff replied: “You’re mot trying to 
tell me how to run: my business, are 
you?” 

Someone -suggested he tube a trade 
paper. “Not-me! Nobody can tell me 
how to runymy business!” 

Yes, sir! *Jeff Smalley was an inde- 
pendent shoe. merchant! And when 
they closed him up he still repeated, 
“Nobody can tell me how to run my 
business! I’ll quit first.” He did. 

There is no such thing any more as 
an independent shoe merchant, that is, 
independent of advice, independent of 
fresh outside ideas, independent of his 
fellow shoe men and his factories. 

The “big fellows” in the “business 
spend thousands of dollars every ‘year 
for experts to come in and tell them 
how to run their business. That’s one 
reason they are big. Other merchants, 
not so fortunate, employ other means 
to obtain helpful ideas. You subscribe 
and read the RECORDER to keep up to 
date, as well as to obtain new ideas on 
how to run your business. 

A combination of all these ideas is 
the purpose to which the National Re- 
tailers’ Association is dedicated, help- 
ing fellow shoe men to a better under- 
standing of their individual problems. 

To this end the association offers an- 
nually to retailers an inventory analy- 
sis service, free of any cost or obliga- 
tion whatever. 

This is a service that if performed 
by an accountant would cost any re- 
tailer at least $50 or more and yet not 
be as fruitful of ideas and constructive 
suggestions as that to be obtained from 
an analysis of operations made by ex- 
perts who know all the “ins and outs” 
of shoe retailing better than most ac- 
countants. 

To obtain this service it is only neces- 
sary for any retailer, whether or not a 
member, to ask for the. inventory 
blanks. Send your request to the Na- 
tional Shoe Retailers’ Association, 8 
South Michigan Avenue, Chicago, IIl., 
and the blanks will be mailed promptly. 
Fill in one blank with your 1931 in- 
ventory figures and expense account 
and return to the association. Fill in 
the duplicate and retain it for your 
record. The blanks explain’ very 
clearly what is to be done. 








_ They Couldn’t Tell Him How 


Jeff Smalley Declared He Would Run His Own -~ Business ej 
or Quit—and He Did ae 


\ 


Upon receipt of your statement it 
will go to the Association’s Educa- 
tional Division. They will analyze it 
thoroughly, studying it “from- every 
angle, then write yow a personal, con- 
fidential letter of constructive criticism 
and suggestion. In this _ letter - your 
figures will be reduced to correct per- 
centages, your weak spots will. be 
pointed out, your expenses will be 
analyzed and each item compared with 
accepted standards. 

This letter’ will also contain what- 
ever suggestions séem to be: called -for 
in your individual’Géase toward getting 
your business on a sounder basis in 
1932. Then when the returns have 
come in, you will receive a booklet.con- 
taining a summary of all the reports, 
giving the average, or typical, figures 
for margin, profit and expense: items 
for the whole retail shoe trade. 

And all this costs not one red cent. 
It is the association’s contribution 
toward helping the individual mer- 
chant solve his individual problems. 
The suggestions and advice, you may be 
assured, will be made by those who 
have. grown into mature judgment 
while in constant contact with the 
problems that are peculiar to the re- 
tail shoe business. 

Furthermore, the association gives 
you its pledge of absolute secrecy to 
your figures. -You do not even sign 
the. blank and no one who works on 
your figures has any way of knowing 
from whom they come. Thus, you get 


strictly impartial and unbiased 
opinions. This service is open to 
everyone, to non-members and mem- 
bers of the association alike. There is 


no distinction made. . 

Every retailer owes it to himself to 
take advantage of every available op- 
portunity to learn all he can about his 
business. He owes it to the shoe in- 
dustry to send in his figures and thus 
contribute his bit toward more accu- 
rate averages for the whole trade. The 
more reports come in the better. 

Look the situation squarely in the 
face. This is no time to say, “Nobody 
can tell me how to run my business!” 


Parlor City Store in New Site 


BINGHAMTON, N. Y.—The Parlor 
City Shoe Company, which for several 
years occupied quarters at 57 Chenango 
Street, has opened in a new location at 
40 Court Street, formerly occupied by 
the Dudley Shoe Store. 

Morris S. Cohen, proprietor of the 
company, came to Binghamton from 
Montrose, Pa., sixteen years ago and 
opened a shoe store at 57 Chenango 
Street, where he has been doing busi- 
ness until now. Previous to coming to 
this city, he conducted a shoe business 
in Montrose for several years. 
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| be*made into a paying one, if you con. 
“| fine: these orders to a duplicate of a 
| stoek shoe with only slight changes, 
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Shoe Store Needs Creative Selling 
[CONTINUED FROM PAGE 29] 


Your special order department can 








such. as- leathering the instep or a slight 
change. in color or pattern. I believe it 
is’ better to refuse a special order where 
there i is any doubt the customer is not 
going * “tobe fitted. There are some 
people Fo are “cranks” on shovs and 
rather than make such a man four 
pairs of shoes and have him take one 
pair, I personally would rather |e 
someone else have his business. 

With conditions as they are a‘ pres. 
ent, we have got to show some rea] 
old-fashioned salesmanship to get re 
sults. If you have been in the business 
long enough, you will recall that there 
was a time when shoes had to be 
“SOLD,” and we are right back there 
again. So we had better brush our. 
selves up. One good way to pul! your 
store out of the present slump is to re. 
mind your men that no good sa!csman 
can afford to present a gloomy face to 
a customer who has money to «pend, 
Let the boss do the worrying. Worry 
and salesmanship don’t mix. 

After all, there are only two kinds 
of salesmanship: 

Selling Service, which simpl; 
plies. what a customer ask: 
and 

“Creative Selling,” which by power 
of suggestion causes a demaiid for 
something else. 

What the shoe business needs today 

is a great deal of “CREATIVE ‘“ELL.- 
ING.” 
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Merchants ‘Cooperate on Foot Health 
[CONTINUED FROM PAGB 26] 








offered is correct. They are usually 
made with a full shaped last and 
low heel and thé main consideration 
is to have them comfortably fitted. 
Best results will be had by wearing 
heavy hosiery, as this will protect the 
foot from possible abrasion on account 
of the more strenuous exercise. 

“The shoe for evening wear is « type 
that we are seldom asked about. The 
dictates of fashion are so much more 
in authority that the physician seldom 
has a chance: to influence the selection. 
Shoes with the lower heels and those 
which have fairly straight inside lines 
are far less damaging than the extreme 
high heels and narrow foreparts that 
swing strongly to the outside. Most 
normal feet: will not. suffer from a mod- 
erate amount of wearing of even from 
the more extreme evening shoes, if 
proper shoes are worn at other times. 
But it is best not to tempt fate to» far 
even in this line. 

“Insist that the length of your 
is two feet of solid comfort and 
each shoe is at least a foot wide.” 
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Leading merchants in many ther 
cities throughout the country 0op- B® THE A 
erated succesfully in the promoti.n of 
Foot Health Week. 
Boot AND SHOE RECORDER 1939 a. 7 








ean make Prorrs in 
a big way with this 


fast selling line .... 


The pleasant part of: picturing ycurself 
selling Pollyanna Shoes is the way the 
profits come rolling in. 


Pollyanna Shoes represent an entirely new 
idea in children’s footwear. They have 
scored a remarkable success in a short 
time. Dealers all over the country have 
found Pollyanna Shoes “easy sellers’ and 
in no uncertain terms have commented 
on their rapid turnover. That is not sur- 
prising—for Pollyanna Shoes are good shoes 
—good fitting, good looking, long wearing. 


Since Pollyanna went on the air sales are 
better than ever. Thousands of letters 
are received each week. Many of them 
come right from your own locality and each 
is a red-hot prospect for Pollyanna Shoes. 


Our restricted agency plan protects the 
Pollyanna dealer against unfair competition. 
If there is no Pollyanna dealer in your com- 
munity it will be well worth your while to 
acquaint yourself with our interesting 
proposition. Write or wire us at Annville, 
Pa., for details. 


“The 
teCiry=Qrch”’ Feature 


A patented feature obtain- 
able only in Pollyanna Shoes. 
Keeps feet healthy and com- 
fortable by relieving excess 
perspiration. One of the sev- 
eral exclusive reasons for the 
success of Pollyanna Shoes. 








[H EALTH 
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THE A. S. KREIDER SHOE CO. 


Annville, Penn. 
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SHOES 
© 


+. 


No. 818X—Patent Leather San- 
dal. In Stock, 11% to 2, A to D, 
6/8 heel:—8% to 11, A to D 
Spring heel. 


No. 883—As above, except for 
Growing Girls. 2% to 7, AA to D, 
9/8 heel. 


No. 885—White Elk with Black 
Calf Trim, Duflex Gristle Sole, 
11/8 Heel. In stock—4% to 8 
AAA; 2% to 8 AA to C. 

No. 886—Same as above, except 
White Elk with Tan Calf trim. 


No. 862X—Same as above ex- 
on Camel Elk with Coffee Elk 
rim. 


ON THE AIR 


Every Friday night at 5:30 East- 
ern Standard Time over WABC 
and 15 associated stations of the 
Columbia Broadcasting System 
“The Adventures of Pollyanna.” 
Its tremendous audience is in- 
dicated by the thousands of let- 
ters we get each week. 




























The employees and friends of the 
Boston office of the United Shoe Ma- 
chinery Corporation filled the ballroom 
at the Hotel Bradford to overflowing 
Friday evening, April 8. The occasion 
was a concert by the office orchestra of 
twenty-eight pieces, making its first 
public appearance, followed by dancing 
and bridge, until the small hours of the 
morning. 

The orchestra, which was composed 
entirely of employees of the Boston 
office, including in its personnel repre- 
sentatives of all departments, under 
the direction of J. C. Stout, presented 
a varied and enjoyable program, which 
was enthusiastically received by the 
large crowd. 

Practically the entire force of the 
Boston office, including the officers and 
executives of the corporation, was 


U. S. M. C. ORCHESTRA FEATURED IN CONCERT 


Musicians of the United Shoe Machinery Corporation whose ambitious and enjoyable program was the outstanding feature of 
the recent annual Get Together Night of U. S. M. C. employees 


present, as well as large delegations 
from the Beverly factory and the 
Haverhill, Lynn, Marlboro and Brock- 
ton branch offices. Several of the sub- 
sidiary concerns were also represented. 

The orchestral program was supple- 
mented with vocal selections by John 
Herrick of radio fame, an employee 
of the corporation, and A. Ralph Gor- 
don, who recently came to Boston from 
the New York office. Harold A. Os- 
borne also entertained in characteristic 
fashion with his inimitalble problems 
in cards. 

The personnel of the orchestra and 
program were as follows: 

Violins: Olive W. Benzaquin, Forest 
C. Gates, Louise B. Huebener, Edwin 
D. Smith, Robert M. Stetson. 

Violoncello: Abbot H. Thompson. 





Change Windows Often 
[CONTINUED FROM PAGE 19] 


twelve names of the leading Spring 
colors. This was all easily read and 
not crowded. Panels were all fastened 
together by mucilage paper and would 
bend in any position. This was ar- 
ranged in the center of the window 
and a heavy trim of hose was used. 

The various shades which are now 
so popular showed up fine against the 
light green background of the panels. 

I displayed the white shoes in the 
front of the window with purple plush, 
the center was hose and the remainder 
of the window green plush with light 
colored shoes and a unit of golf shoes 
on a grass mat. 

It has always been a subject for de- 
bate in most stores, as to price tickets 
on shoes displayed in the windows. I 
did not believe in price tickets, espe- 
cially in high priced stores, but now 








I am convinced they should be used. 
They are the logical thing for the 
higher priced stores, which have 
brought prices down, ranging from 
$5. to $10. especially, and these are the 
windows which are crying for price 
tickets to tell the public their prices 
are no longer where they used to be, 
but that quality merchandise from $5. 
to $10. Most people who pay $5. to 
$7.50 for their shoes can only remem- 
ber such a store as a high priced 
store, and others, who bought shoes 
there and forced by circumstances to 
buy cheaper shoes now, would feel em- 
barrassed to go in now. I tell you that 
embarrassed window shoppers can be 
more easily sold by price tickets.. They 
tell the public that you are selling 
quality shoes at lower prices. 

A majority of people who see well 
kept stores and nice windows think 
shoes in that store must be high. Over- 
come the hesitation by putting the 
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Bass: Addison M. Reves. 

Clarinets: Leroy Farnum, Fred W. 
Guibord, John T. Keefe, Lois Poole. 

Banjos: John W. Coolidge, Karl Kil- 
burn, William A. Sprague. 

Trumpets: William H. Blair, Harry 
E. Getchell, Carl D. Parsons. 

Flute and Piccolo: Charles H. 
Tucker. 

Trombone: Arthur S. Ward. 

Percussion: Sidney W. Winslow, Jr. 

Organ: George J. Perry. ; 

Piano: For the concert, George J. 
Perry; for the dancing, Hugh I. Blair, 
Ralph W. Hallett. 

Saxophones: A. Everett Brandt, 
James Clifford. 
Charles J. Markel, Jr. 

Librarian, John T. Keefe. 

Joseph C. Stout, conductor. 






price tickets on your shoes in the win- 
dows, which can be done, and if you 
will stand around your windows at 
night you will hear many remarks sim- 
ilar to these: “I thought all their shoes 
were high priced”; “I didn’t know they 
sold shoes at these low prices.” These 
are facts, because I have heard just 
such expressions. 

Contrasting colors have a big part to 
play in window displays. They have an 
attraction which catches the eye and 
holds attention long enough to win ad- 
miration. Color is always appealing to 
the eye. 

And above all be sure to have shoes 
displayed where the public can handle 
them. Put them on small tables, on the 
cases; not too many, but enough to at- 
tract attention. Let them handle the 
shoes. They enjoy it, and it might give 
them the inspiration to buy. The public 
is getting so they want to handle, feel 
and examine before they buy. 
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“FOOT-JOYS” 
SHOWN BY COURTESY 
of 
. FIELD & FLINT CO 
BROCKTON 
MASS. 








BARBOUR STORMWELIT 


IN FINE DRESS SHOES 
AN ADDED TOUCH OF CHARACTER AND QUALITY 
IN THE BETTER SHOES EVERYWHERE 


BARBOUR WELTING COMPANY, BROCKTON, MASS. 
IN ENGLAND—WELTING LTD., LEICESTER 


SL 
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What the Shoe 


necessitated .some sort of: plan that 

would make it advantageous, in a 

money way, for the retail store sales- 

man to sell the better shoes. He out- 
lined a plan of graduating commis- 
sions: 

On the sale of $5.00 to oe 50 shoes the 

clerk received 5 per cen 

On the sale of $8. so to $10. 50 shoes the 

clerk received 6 per cent. 

On the sale of $12.50 and up shoes the 

clerk received 8 per cent. 

Grading up commissions helped to 
grade up the sales but back of it all 
there had to be a plan and preparation 
of stock that made it easy for the sales- 
men to fall ‘into “better group selling.” 

An adequate assortment must at all 
times include a selection of regularly 
wanted footwear in sizes, colors, styles 
and non-conflicting patterns. To buy 
three lines is not as easy as it is “across 
the board” at one price; but John Mahn 
knew the better the preparation and 
selection of goods, the greater the op- 
portunity for sale down each of the 
three lines of effort in his family shoe 
store. 

A small store can departmentize, and 
even a small division or department, if 
watched and recorded, will show profit 
instead of:loss if movement or merchan- 
dise is watched closely. 

Competing stores that had been fea- 
turing and depending upon specials at 
the expense of regular merchandise 
were now up against it because the 
special sales appeal has about run its 
course. 

John Mahn knew it was important to 
keep regular stock and to get business 
every day without special appeal. In 
each classification, therefore, he consid- 
ered 
First—what the customer wants. 
Second—in stock when she wants it. 
Third—in adequate range of colors, 

sizes and patterns. 

Fourth—in the price group she is pre- 
pared to buy. 

The thing to do is to get a healthy 
day-to-day business without resort to 
the “shot in the arm” of special sales. 

It was no easy task to establish and 
maintain adequate stocks in each of the 
three groups. The problem compelled 
him to seek as much information and as 
many facts as possible, not only about 
consumers’ demands but about the mer- 
chandise, its source and its continuity 
of service. Each of the groups had a 
common problem—too heavy an invest- 
ment meant loss by mark downs; too 
light an investment meant loss in sales 
and loss in profits. The thing to do 
was to be constantly watchful so as to 
build up a living assortment of styles 
in each group and to reduce investment 
in the slower moving prices. Active 
merchandise must be reordered on a 
definite regular plan. 

John was inclined to believe that his 
greatest opportunity for maintaining 
volume was to carefully maintain staple 





Store Is Thinking 


- [CONTINUED FROM PAGE 15] 


but sufficient stock of fashion right 
shoes to meet consumer demand in the 
height of the season. He thought it 
was much better to do an intelligent 
day-to-day regular merchandising job— 
without too much risk in perishable 
footwear. 

He therefore built his stock on the 
foundation of a regular stock, with a 
reasonable amount of high fashion foot- 
wear, instead of a full stock composed 
mostly of specials. His purchasing was 
measured, however, on the plan of hav- 
ing a thin selection in the lower prices, 
heavy investment in the middle and a 
light variety in the higher price range. 

He resolved to have turnover and 
adequate stocks—hand in hand. On his 
desk he had a clipping that gave the 
Ten Commandments of Turnover: 


1. Locate fast moving lines. 

2. Push by salespeople, followup 
closely, and sell what our customers 
want and not what we want them 
to buy. 

3. Keep the stock clean, attractive and 
new and display properly. 

4. Weed out unprofitable lines. 

5. Mark down merchandise right and 
promptly. 

6. Watch current slumps carefully. 

7. Establish definite price lines. 

8. Have stock records that are effi- 
cient. 

9. Buy only in the quantities you sell. 
If mistake is made, acknowledge 
error and rectify—buyer is no good 
unless he makes mistakes. 

10. Never starve your assortment and 

never overload it. Anybody (clerks 

even) can buy two years’ supply. 

Buyer is to keep down investment, 

make turnover and profit, and keep 

up assortment so as not to lose 
trade or standing. 


The slogan “Getting More Shoes Sold 
Right” he supplemented with these four 
right principles: 

Right merchandise—right as to quan- 
tity, right in style, quality, beauty and 
character. 

Right Price—considering competition 
and your store clientele. Without cor- 
rect style, quality and price lose much 
effectiveness. Quality should conform 
to the merchandise standards of the 
store, especially in regard to material 
and workmanship. Value should be such 
as to enable us to offer to our custom- 
ers good values in return for their 
money, give us a fair profit and build 
goodwill. 

Right presentation—know the mer- 
chandise, its style value, its use and its 
adaptations. 

Right service—our merchandise may 
be right, our prices right, and our 
presentation right, but if the service 
that follows be faulty, or altogether 
wrong, then we cannot hope to attain 
satisfaction, goodwill and profit. Ser- 
vice should be alert, active, intelligent 





stocks and to have at all times a small 


and complete. 


Maintain Standards of Quality 


[CONTINUED FROM PAGE 32] 


assets that any store can have. We try 
to give every customer special attention 
and more for their money than we ever 
gave before. I feel that personal con- 
tact is quite essential in building good- [ 
will for our store. 

“There are two courses open for every | 
retail shoe man today. He can eithe: 
stand by his convictions, live up to the © 













for a real service to his clientele, or he | 
can choose the easy way, become an op.- | 
portunist, follow the lines of least resist - 
ance, surrender to the demands of the 
hour and lose his identity. 

“These are testing times that call for 
all the fortitude that we can commanc. 
If we are in business for the sole pur- 
pose of making money, if our motives 
are purely selfish, then we will be cor- 
trolled by expediencies. But if we are in 
business to serve, to alleviate pain, to 
help suffering humanity we must stan‘ 
by our guns and fight for what we know 
is right and true. 

“While there are new influences at 
work everywhere, new sales strategy be- 
ing employed and old systems will give 
way to new, yet the individual will sti'] 
be a telling factor in the new scheme of 
things. I also feel that we will come 
through this depression much wiser and 
much stronger than we were before. 

“The retailing of shoes should be a 
highly specialized profession and every 
salesman should have special training to 
qualify him for that profession. Every |; 
man in our organization has had ortho- |) 
pedic training, is a thorough shoe man | 
and knows about the effects of certain | 
bodily ill upon the feet. We also have a | 
graduate chiropodist who is always 
available to assist the salesman and to 
care for those who suffer from foot im- 
pediments. 

“By close application to honest busi- 
ness principles and a burning desire to 
serve suffering humanity we hope to se- 
cure a place for ourselves that is worthy 
of such effort. ‘He profits most who 
serves best’ is our motto.” 

















































Style Meeting and Leather Show 
[CONTINUED FROM PAGE 24] 







textile, silk and other allied trades. 
On Tuesday, May 3, the Joint Con- 
ference Style Committee will present 
an unusually interesting program. It 
is this meeting at which prominent 
members of the business world and 
those engaged in style work give ut- 
terance to ideas which have made this 
occasion an outstanding one in the busi- 
ness world. Each succeeding season 
the committee has been gratified to 
observe a substantial increase in ai- 
tendance, notably of retailers and de- 
partment shoe buyers, a fact that re- 
flects the increasing acceptance an 
popularity of this meeting because of 
its value for those for whom it is ar- 
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NATIONAL NEWS 
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>» HOW’S BUSINESS < 


March Production Gained 


New York—The Trade Survey Bu- 
reau of the Tanners’ Council estimates 
that March shoe production amounted 
to 30,700,000 pairs, or 1,137,000 pairs 
per working day (27 days). This com- 
pares with 29,364,000 pairs in March, 
1931, or 1,129,000 pairs per working 
day (26 days). The above estimate 
indicates a more than normal seasonal 
increase over February production. 

Shoe production for the first quarter 
of 1932. including the estimate for 
March, amounted to approximately 77,- 
800,000 pairs, an increase of 6 per cent 
over the first quarter of 1931. 


Shoes Gain—Others Drop 


Boston—According to an announce- 
ment just issued by Edwin S. Smith, 
Commissioner of Labor and Industries, 
there was a decrease of 1.9 per cent 
in the number employed in the manu- 
facturing industries in March as com- 
pared with February. 

‘The most important increase in the 
major industries was a gain of 3.3 per 
cent in the number employed in the 
boot and shoe industry, and a gain of 
4.1 per cent in the amount of the 
corresponding weekly payroll. The 
principal decreases occurred in cotton 
goods (due largely to curtailments in 
Fall River mills), woolen and worsted 
goods, electrical machinery, apparatus 
and supplies (due largely to curtail- 
ment in this industry in Lynn, and 
machine-shop products. 


>» TRADE DOINGS 


Employes Guests of York Retailers 


York, Pa.—Members of the York 
Shoe Retailers Association met on 


‘ful note to the meeting when in a 
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April 11 and entertained their em- 
ployees, at the semi-annual get-together 
party of the association. Business 
cares were forgotten for the evening 
and. the night was given over entirely 
to fraternizing, with the employees 
calling their bosses “Bill” and “Joe,” 
and the employers forgetting the for- 
mality which marks their appearance 
in the store. 

Edward A. Hirschman, secretary of 
the local Chamber of Commerce, the 
speaker of the evening, added a cheer- 


short address he told those present that 
there was a definite decrease in the 
number of cases handled by local char- 
ity organizations. He added that local 
factories are employing help and men- 
tioned one factory which has been 
closed down completely for several 
months which will, in the near future, 
reopen. In fact the plant is being pre- 
pared now for a full staff of workers. 

Mr. Hirschman continued by quoting 
Virgil Jordan, economist, who said: 
“We have saved our way into the de- 
pression. We must spend our way 
out.” He stressed the important factor 
of selling and enumerated the three 
“Ps” of selling as 


“First: Product. To sell success- 
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Cut by Light of Full Moon 


Milwaukee—V. PP. Baivier, Kiel, 
Wis., who has manufactured wooden 
shoes for 43 years, states that bass- 
wood used in their construction should 
be cut only when the moon is full. Why 
this is so is a secret of nature. Logs 
cut when the moon is round have a 
tendency to shrink less during the smok- 
ing and drying process than those cut 
from the same wood during other Lunaic 
periods. In addition, it is said that full- 
moon-basswood is less wormy than other 
kinds. 

Mr. Baivier, in normal times, builds 
10,000 pairs of wooden shoes per year, 
these being used in cheese factories, 
on the stage and in industry. 











EVERY WEEK 


ee 


fully you must have a real product, 
one that will stand up. 

“Second: Personality of product. 
We just learned about this ‘P’ re- 
cently. By personality of the product 
I mean distinctiveness, or that the 
product sets itself apart from the 
others. 

“Third: Pep. No salesman can be 
a real salesman if he is not enthusiastic 
about his work.” 

Mahlon N. Haines, head of the chain 
of fifty shoe stores which bears his 
name, was the only other speaker on 
the program. Mr. Haines, always an 
entertaining speaker, spoke on “Econo- 
my,” digressing considerably from that 
subject to inject some humor into the 
meeting. 

Following the two talks, cards were 
enjoyed, with prizes going to Mrs. 
‘A. B. Shorb, Miss. Daisy May, Charles 
A. Martin, Miss Dorothy Moul, Laura 
Webb, Helen E. Ziegler, S. Cletus 
Reineberg, Paul Kitzmiller, Mose Lei- 
bowitz and A. T. Shumaker. 

Mose Leibowitz, who for about four 
years was president of the association 
and who relinquished the post two 
years ago to Cletus Reineberg, acted as 
toastmaster at the dinner. S. H. 
Brueggeman was in charge of cards. 

R. F. Morisey of Philadelphia, repre- 
sentative of the National Retailers’ 
Mutual Insurance Company, was a 
guest of the association. 


Stabilize Quality Standards, 
Fallon Urges 


Boston—“The frantic competition of 
price in which most of our American 
industries have been indulging, the shoe 
trade perhaps most of all, has I fear 
had very serious effects upon our in- 
dustry as a whole,” said President Wil- 
liam J. Fallon, addressing the annual 
meeting of the New England Shoe and 
Leather Association. 

“Price has been everything and 
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Repeat Customers 


A customer who buys shoes that you feature simply because of 
their low price is not a customer until she returns for a 


second pair. 


Price may sell merchandise once, but the customer who buys 
and then buys another pair does not buy on price alone—she 
buys and continues to buy from you because of the shoe satis- 


faction that your shoes give her. 


Wilbur Coon shoes are styled to please the eye, give maximum 


satisfaction and are fundamentally corrective. 


Wilbur Coon shoes are priced to meet competition, but their 
fundamental qualities of style, value and fit have not been sac- 
rificed and these qualities insure the customer satisfaction that 
means repeat customers. 


eee 


37 Canal Street, Rochester, N. Y. 
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quality apparently secondary. Some of 
our manufacturers already have reaped 
the natural harvest. 

“A nation-wide protest against shod- 
dy shoes (and of clothing and other 
products as well) has latterly gone 
forth and daily grows in volume. Even 
organized labor has taken alarm and 
is joining with manufacturers and 
wholesalers and their associations in 
pointing out the inevitable danger if 
this downward trend in price, quality 
and workmanship is 
checked. Our own association has 
been glad to join in this quality- 
stabilizing movement to the end that 
New England footwear may retain its 
time-honored standing with the con- 
sumer. It is the consumer who must 
be educated to the fallacy of too cheap 
footwear and clothing, if any tangible 
results are to be achieved.” 

Mr. Fallon, who was re-elected presi- 
dent for the coming year, ventured the 
assertion that “we have at least seen 
the worst and that things should begin 
to mend gradually. Unemployment 
seems to have been checked.” He went 
on to say, however, that many things 
remain to be done, citing the balancing 
of national, State and municipal bud- 
gets, the reduction of taxes and the 
elimination of weaknesses in our Na- 
tional Bankruptcy Act as of major im- 
portance. 


Officers and Directors Chosen 


Officers and directors for 1932 are: 

President, William J. Fallon, W. J. 
Fallon Leather Co., Boston; vice-presi- 
dents, Charles H, Jones, Commonwealth 
Shoe and Leather Co., Whitman, Mass.; 
Charles Ault, Ault-Williamson Shoe 
Co., Auburn, Me.; and Willis R. Fisher, 
A. C. Lawrence Leather Co., Peabody, 
Mass.; secretary-treasurer, Thomas F. 
Anderson, Boston; official auditor, 
Herbert F. French Company, Boston. 

Directors: Everett Bradley, Bradley- 
Goodrich Co., Inc., Haverhill, Mass.; 
Charles T. Cahill, United Shoe Machin- 
ery Corporation, Boston; Freeman M. 
Crosby, United States Leather Co. of 
Mass., Boston; Carl F. Danner, Ameri- 
can Hide and Leather Co., Boston; 
Alfred W. Donovan, E. T. Wright & 
Co., Inc., Rockland, Mass.; Herbert T. 
Drake, W. L. Douglas Shoe Co., Brock- 
ton, Mass.; Horace R. Drinkwater, 
Edwin Clapp & Son, Inc., East Wey- 
mouth, Mass.; H. A. Ely, A. F. Gallum 
& Sons, Boston; Arthur L. Evans, 
L. B. Evans Son Co., Wakefield, Mass.; 
Maxwell P. Gaddis, Hutchinson-Winch, 
Boston; Harry E. Gardner, American 
Oak Leather Co., Boston; Julius Hol- 
lander, Amalgamated Leather Com- 
panies, Inc., Boston; Charles C. Hoyt, 
Boston; C. D. Kepner, C. D. Kepner 
Leather Co., Boston; Julian T. Leon- 
ard, Leonard & Barrows, Inc., Boston; 
Paul O. MacBride, Milford Shoe Co., 
Milford, Mass.; J. Franklin McElwain, 
J. F. McElwain Co., Boston; Charles 
E. Moore, George E. Keith Co., Brock- 
ton, Mass.; John F. Murphy, The Ohio 
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not speedily. 





Leather Corporation, Boston; Stephen 
R. Nichols, F. W. Whitcher Co., Bos- 
ton; Everett T. Packard, Avon Sole 
Co., Avon, Mass.; Burt W. Rankin, 
Hunt-Rankin Leather Co., Boston; 
W. A. Trafton, Dingley-Foss Shoe Co., 
Auburn, Me.; William C. Tobin, Endi- 
cott-Johnson Corporation, Boston; Col. 
Harold §S. Wonson, Commonwealth 
Shoe and Leather Co., Whitman, Mass.; 
William J. Fallon, Boston, ex-officio; 


- Thomas F. Anderson, Boston, ex-officio. 


‘Resolutions were passed opposing the 
proposed payment of the $2,000,000,000 
Soldiers’ Bonus, calling attention to the 
serious losses accruing to creditors be- 
cause of alleged weaknesses in the 
present bankruptcy laws and placing 
the association on record as favoring 
drastic reductions in expenditures by 
Federal, State and city governments. 

Memorials to William D. Brackett, 
old time shoe manufacturer of Stone- 
ham, Mass., and to Charles T. Heald, 
vice-president and general manager of 
the Stetson Shoe Co., were adopted 
unanimously. 


New Haven Group Active 


NEw HAveN—Three committees were 
named at a meeting of the recently- 
organized New Haven Retail Shoe 
Dealers’ Council held last week in 
Murray’s Patio Restaurant. The group 
voted to adopt the above as its official 
name and also to affiliate with the 
National Shoe Retailers’ Association. 

A standing committee to work with 
the Chamber of Commerce on an ordi- 
nance to limit the activities of itinerant 
peddlers will be headed by Sydney 
Stokes as chairman, with Martin F. 
Badger and M. H. Samuels. 

Mr. Samuels is chairman of the com- 
mittee on National Foot Health Week, 
assisted by Norman S. Darby, Harry 
Arrick and Dr. Aaron Bufferd, chiropo- 
dist. Dr. Bufferd was the principal 
speaker at the meeting. 

A letter from Harry R. Terhune, 
field editor of Boor & SHOE RECORDER, 
to Mr. Stokes on the matter of National 
Sport Shoe Week, May 23-28, was read 
and received the Council’s endorsement. 
A committee comprised of Louis Rosen- 
feld, chairman; David Machol, Nat 
Stern and William H. Clifford was 
named to carry out Mr. Terhune’s sug- 
gestions. 

The dealers unanimously record as 
favoring the closing of all shoe stores 
in the city on Wednesday at 1 p. m. 
during the months of July and August. 

Chairman Harry Isaacs presided at 
the session, which was attended by 
about 30. Sydney Stokes is vice-chair- 
man and R. E. Hegel of the Chamber 
of Commerce, secretary. 


Southern Tier Merchants Organize 


EuLmirA, N. Y.—Preparatory to the 
fourteenth annual convention of the 
New York State Shoe Retailers Asso- 
ciation, to be held at the Mark Twain 
Hotel in Elmira, Sept. 12 and 13 next, 
a@ group meeting of shoe merchants of 
Elmira and nearby cities was held in 
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Dont 


LoseSales 


keep up your stock of 
DUDE RANCH CAMP MOCS 


(GENUINE GOODYEAR WELTS) 


Keep up your stock with a suf- 

L range of styles, sizes and 
widths. Don’t lose sales. Use our 
stock department freely by order- 
ing daily or not less frequently 
than once a week. Successful 
stores follow this program. Write 
for our in-stock catalog on Dude 
Ranch Camp Mocs. 


IN STOCK—Aluways 


The 
HIKER 


Style 306—Coffee Elk 14 inch 
boot. Oak Ridglay sport sole 
and heel. 


Sizes 4144/8 AA—2%4/8 A-B-C-D 


Style 304—Chocolate Elk 14inch 
boot. Treated leather sole, 
leather heel, rubber top. 


Sizes 44%4/8 AA—2%/8 A-B-C-D 


Also size 9 AA-A BC D 


Write for Dude Ranch Camp Mocs Catalog 
in natural colors, showing complete line. 


THE JUVENILE SHOE CORPORATION 


AURORA MISSOURI 
ST. LOUIS SALES OFFICE: JEFFERSON HOTEL 












































WHERE TO BUY 


Shoe Forms 


| Jarry. Jorms| 


FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 
FAIR YLITE 
Shoe Form Co. Inc., Auburn,N.Y. 
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WHERE TO BUY 
Men’s Shoes 
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Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 


SHOES 
Brockton, Mass. 























‘HIGHEST GRADE ONLY” 


EAST WEYMOUTH, MASS. U.S.A. 











“A MAN’S DECISION” WELy 
Men’s 
Fine 
< Shoes 
Old 
Shoe "Go 
Boston—183 Essex Street ‘ 
N. Y¥.—915-917 Marbridge Bldg. P*ockton, 














(P) ror MEM 
M. *) 
A. PACKARD CO., Makers (P) 


and MILLER COOK SHOES 


A. E. NETTLETON CO. 
H. W. COOK, President 














Ave. 
Kate’s shoe size. 





Kate Smith, popular radio star, seems to be lucky as well as happy. 





KATE WINS A PRIZE 





She recently 
won a first prize of $10.00 in the Lucky Sales Slip Contest run by the New York 
Evening Journal. She is seen (without the aid of a magnifying glass) in the 
picture above purchasing a pair of shoes in the Julius Grossman shop, 537 Fifth 


It was this purchase that won her the $10.00. Everybody is free to guess 
No prize is offered for the correct guess, however 





that city, Wednesday evening, April 
13. At this meeting, which was presided 
over by President Jesse L. Patton, of 
the New York. State Shoe Retailers’ 
Association, a local association, known 
as the Southern Tier Shoe Merchants 
Association, was formed and the fol- 
lowing named officers were elected: 
President, Burt J. Gosper, of Gosper- 
Kelly, Inc., Elmira; vice-president, 
Howard J. Dexter, of the Lester Shoe 
Co., Corning; secretary, Mortimer 
Rosenfield, The Bootery, Elmira; treas- 
urer, Harry Goodsight, the Gorton Co., 
Elmira. 

The dinner-meeting was well at- 

tended by Elmira shoe merchants and 
several from nearby cities, including 
Mr. Dexter, John L. Clark, Jr., and 
John J. Hart, of Corning; Mott B. 
Hughey, H. R. Dunham and Floyd T. 
Brown, of Watkins Glen; Charles R. 
Strange, of Binghamton; Mason W. 
Hall, of Patton & Hall, Schenectady, 
and Rollin N.. Tuttle, of the Gilbert 
Shoe Co., and Secretary Harry A. 
Chase of the State association, of 
Rochester. 
The new association elected Mr. 
Gosper convention chairman. Already 
many reservations have been made for 
the event. 





Foot Clinic in Pittsburgh 


PITTSBURGH—Cooperating with the 
Pittsburgh Shoe Retailers Association 
and welfare organizations, the Western 
Division of the Chiropody Society of 
Pennsylvania has established a clinic 
in its headquarters in the Jenkins 











Syracuse, N. Y. 





Building here, where Pittsburgh’s un- 
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employed may obtain free treatment 
for foot ailments, and also may be pro- 
vided with shoes when unable to pur- 
chase them. 

Plans are being made to have a con- 
sulting physician in attendance soon 
for cases not under control of the 
chiropodists. The plan is one that al- 
ready has been started in Allentown, 
Westchester and Philadelphia, accord- 
ing to Dr. Arthur M. Schultz, chair- 
man of the committee in charge of the 
work here. 





New Men’s Department 


BALTIMORE—A men’s shoe depart- 
ment is included in the new men’s shop 
opened by Edwin Morris, trading as 
Morris’ Men’s Shop, on Main Street, 
Princess Anne, Md. Mr. Morris closed 
his old shop about two months ago and 
at that time disposed of all his stock 
of merchandise. The building has been 
remodeled and makes an interesting 
and attractive addition to the retail 
shoe and men’s furnishings field of the 
Princess Anne section. 





Adams Bros. In-Stock Service 
PITTSFIELD, N. H.—AIl in-stock ser- 
vice of Adams Bros., shoe manufactur- 
ers, is now carried on from the factory 
here, the Boston office, where an in- 
stock department was formerly oper- 
ated, having been discontinued. The 
Boston stock department was a dupli- 


. cate of the one in Pittsfield and the two 


have been consolidated in the interest 
of efficiency and economy. Customers 
will receive the same in-stock service as 
heretofore. 
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AST ANALYSIS ...-. 


T IS the LAST that makes friendship possible between 

the shoe and the foot. The LAST is more than a block 

of wood. It is the means by which the foot and the shoe 
are brought together in harmony. 


The scientific construction of the CO-ORDINATED LAST 
renders the shoe livable to the foot regardless of its size. 
All CO-ORDINATED LASTS are mechanically graded 
accurately and in proportion, so that the 8E (in women’s) 
has the same appearance in line, toe spring, height of 
heel and general outline as the sample 4B size. 


When a manufacturer has perfected his base model, 
knows it fits the foot and the eye, he can be assured of the 
correct grading of his extremes to look like the model. 


COORDINATED LASTS 


wuvuvwovvovuvovyv 
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UNITED LAST COMPANY ¢ BOSTON *¢ MASS. 
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WHERE TO BUY 


Growing Girls’ Shoes 
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IN STEP WITH YOUTH 








(Stock Terms: 5%— 
30 days) 





we BURDETT SHOE CO. ra 


LYNN, MASS. 
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WHERE TO BUY 


Men’s and Women’s 


Slippers 
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Men’s Hand Turned Slippers 


ROMEOS EVERITS OPERAS 
ALL LEATHERS $2.00 TO $2.50 
GOLDEN BROWN KID—IN STOCK 


ROTH SHOE COMPANY 
MANUFACTURERS 
50 N. FOURTH 8T. PHILADELPHIA 








D’ORSAYS 


On the Floor, all colers, A 
and C widths. 


FREEMAN-THOMPSON 
SHOE C 


4. QUALITY TURN 









.) 

















WwW. 8S. CHASE & SONS, INC. 
HAVERHILL, MASS. 


Men’s Full Leather Lined 
Handturned Slippers 
Priced from $1.85 
Kid Pullman Slippers 
colors and Black with 
Snap Pocket sie 
Zipper Pocket $1.70 








HORCO SLIPPERS are made better— 
and sell better—than any other slippers 
on the market in the popular price 
class. 

Samples on Request 


VINCENT HORWITZ CO., Inc. 








64-76 W. 23rd St. New York City 











New Heel Covering Material 


WILMINGTON, DEL.—A new type 
scuffproof heel covering material for 
women’s shoes, known as Pyraheel, 
has been developed by the duPont Vis- 
coloid Company of New York. It is 
made by a special process which en- 
ables the manufacturer to reproduce 
the texture of leathers and cloth. The 
new heel is produced in a number of 
opaque colors to match standard 
leather colors and is used not only in 
plain effects but also for obtaining 
other popular modes. 

Through the new process, shoe heels 
may be fashioned in all styles. Em- 
bossed designs can be readily applied, 
producing effects simulating kid, calf- 
skin, pinseal, moire and lustrous satins, 
and reptilian grains such as frogskin, 
alligator, python, watersnake and ring- 
tail liard. This new method of cover- 
ing heels permits the making of snake- 
skin and other leather effects to match 
the shoe. In obtaining reptilian effects, 
that part of the leather most suitable 
for heel coverings has been reproduced. 
An advantage of this is that all of the 
heels are exactly alike. Tests con- 
ducted by the manufacturers show that 
the new heels will not scuff, cut or fray. 





Opens Juvenile Department 


Axron, On1I0O—Akron Drygoods Co., 
one of Akron’s largest drygoods stores, 
has opened an attractive juvenile shoe 
department in its downstairs store 
known as “Wonderland.” New depart- 
ment is fitted up with emphasis on 
juvenile appeal, and depicts many of 
the episodes of Mother Goose time. A 
full page advertisement in recent issues 
of Akron’s newspapers heralded the 
opening, on which occasion several hun- 
dred youngsters inspected the new de- 
partment and were given souvenirs. 
The full page advertisement in the 
newspapers announced the new depart- 
ment. The border gave impressions of 
the fairyland department and flanked 
down each edge were offerings of the 
various styles, together with prices and 
illustrated with neat cuts. 





New Windows 


TORRINGTON, CONN.—Attractive mod- 
ern windows are being installed at 
Bufferd’s shoe shop, 58 Main Street. 
The background is of curly maple, 
oriental walnut and black walnut. The 
pattern follows the modernistic trend. 
On the interior store side the windows 
willbe paneled in walnut. On the ex- 
terior below the windows will be panels 
of black plate glass lined with a silver 
border. 





New Miller-Jones Store 


Troy, OH10—The Miller-Jones Co. of 
Columbus, a subsidiary of the H. G. 
Godman Co., will open a retail shoe 
store in the Pierson block on East Main 
Street. William Strine, who managed 
the Kennedy Shoe Store recently dis- 
continued, will be manager. 
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FLEET SHOES 








Gene Venzke, Pottstown, Pa., High 
School Student shows the shoes that sped 
him around the track at Madison Square 
Garden recently to set a new indoor mile 
record of 4 minutes, 10 seconds. 





Electric Shoe Shiner 


An electric shoeshining machine has 
been placed on the market, to be 
equipped with coin machine for use in 
shoe stores so that customers, by merely 
dropping a coin into a slot, can have 
their shoes shined electrically. It is 
believed that this machine will prove 
an interesting novelty and a strong 
drawing card, especially in children’s 
departments, as boys and grown-ups 
visiting the store will be glad to drop 
in a coin to see the machine operate. 

It is said that the golf game machines 
and similar devices in operation in 
drug stores, etc., often collect as much 
as fifteen dollars a day and it is be- 
lieved that a shoeshining machine 
would pay for itself within a short 
time. 

The machine in question can be sup- 
plied to operate on any voltage and 
current. Its simplicity of design in- 
sures long life and constant satisfac- 
tory service. There are no moving 
parts other than those of the motor and 
reduction gears which operate quietly in 
transmission grease—no noisy pulleys 
or belts to slip or break. All the power 
of the husky %-hp. motor goes to drive 
the big brush 290 r.p.m., which is the 
right speed for efficient shoe polishing. 





Cating’s Quitting 

Wooster, OH10O—Cating’s one of the 
oldest retail shoe stores in this section, 
located for several years in Main 
Street, will discontinue business soon. 
Stock disposal is now in progress and 
the location has been leased for another 
line of business. 
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ARGENTINE 


vee combining the merits of 
both the Louis and Cuban 
types without the usual Sues Again Mears’ craftsmanship and 
extra costs: of ‘breasting. 3 


skill has produced a heel that is 
better. . 

This new Argentine heel (with its 
extra bearing surface) has the 
solid security of the Continental or 
Boulevard heel: its lines are more 
graceful and Mears’ ‘Tri-slot * 
feature eliminates flap-laying and 
substantially reduces expense to 
the shoe manufacturer. 

We will be glad to tell you more 
about the advantages of this new 
Argentine heel. 


% In Mears’ Tri-slot heels, the cover 
is tucked into the center” slot, held 
there smoothly and securely by pres- 
sure of the tongues on each side. 
Result: a neater breast. and a sav- 
ing of time, money and material. 


RED W. MEARS HEEL COMPANY, Ine. 


Auburn, Me. Columbus, O. St. Louis, Mo. 
Conway, N. H. Auburn, N. Y. Salem Depot, N. H. 


This trademark is your protec- 
tion in selecting wooden heels. 
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WHERE TO BUY 


Women’s Shoes 
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FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried ia stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 








o* KUSH-IN-EZE "3 


Hand-turned house shoes with 
all that any woman desires in a 
shoe of this type. All sizes and 
widths’ in 
stock. Thirty 
umbers 


n — 
Send for Catalog 






Black Kid 
$2.00 
VAUGHAN-TOWLE CO. 


WAKEFIELD, MASS. 
$c) (DIVISION OF L. B, EVANS’ SON CU.) © 











Erect Huge Neon Sign 
PaTerRsON, N. J.—Despite general 


conditions, Stetichever’s retail shoe 
store at 96 Main Street is carrying out 
a plan of growth and expansion. ° They 
have just erected a towering, thirty- 
eight-foot Neon sign, the largest in the 
city. Its gold-lighted two-foot letters 
can be seen throughout the entire main 
section of Paterson, and illuminates to 
thousands of men, women and children 
the name of this well known firm. 

This program of growth and expan- 
sion prevails throughout the store. 
Stocks are more complete and varied 
than ever. Prices have been reduced 
in keeping with the times, but the 
quality for which Stenchever’s_ is 
famous is strictly maintained. They 
have not reduced their sales personnel, 
but to the contrary have enlarged it. 
And salaries have not been lowered in 
the least. 

Stenchever’s advertise consistently, 
and display a spirit of confidence. 





Paris Opens in New Store 


ALBUQUERQUE, N. M.—The Paris 
Shoe Store of this city held a grand 
opening recently in the new store at 
307 W. Central. The new location was 
remodeled and furnished at a cost of 
$10,000 and is admitted to be one of 
the outstanding modern retail stores of 
the southwest. 

P. Matteucci, Sr., who, with his four 
sons, built up the largest shoe store 
business in New Mexico, came to Al- 
buquerque from Lucca, Italy, in 1905. 
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WHERE TO BUY | 


Sport Footwear 
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BASEBALL SHOES 4 


Lou Gehrig sutographed 
Popular price. 












New Fort Wayne Store 


Fort WAYNE, IND. — Johnson-Teeple 
Co. is a new shoe store opened here un- 
der the management of Stanley John- 
son, of this city, and J. M. Teeple of 
Geneva, Ind. 








DSTYLE CONFERENCE, NEW YORK, MAY 2-34 


He was a cobbler by trade, and set up 
a small shop the following year. Dur- 
ing recent years P. Matteucci, Jr., has 
taken over the active management of 
the store that grew to leadership as a 
result of constant growth from that 
small beginning. 





Gave Away Handbags 


Boston—Approximately 1500 leath- 
er handbags with an advertised retail 
value of $3 to $5 were given away to 
mark the recent opening of Boston’s 
newest shoe store—Lockner’s at 381 
Washington Street. On Saturday after- 
noon, the second day of the opening, 
the supply of handbags ran out and 
customers were given their choice of 
any pair of hosiery in the regular stock. 
Sales for the two days totaled well over 
$5000. 

The store, which is controlled by the 
same interests which own Siegel’s, a 
popular price store on Summer Street, 
carries turns, welts and cement process 
shoes for women at $3.50 and $4. 





New “Friendly Five” Store 


BIRMINGHAM — The new Friendly 
Five shoe store opened at 221 North 
Nineteenth Street recently. The store 
is being operated in Birmingham by 
the Kennedy Shoe Store. 

Philip Agnesia, former manager of 
the Third Avenue Thom McAn, has 


Shoes in New Mary Sachs Store 


HARRISBURG, Pa.—The formal open- 
ing of the new Mary Sachs Store, 208 
North Third Street, Harrisburg, was 
held on March 26, and attracted several 
hundred persons. 

Although the exterior of the build- 
ing is done in Italian Renaissance style. 
the interior is the final word in mod 
ernism. A foyer that breaks an abrup: 
entrance for the shopper also break< 
the contrast between exterior and in- 
terior designs by combining the two. 

Inside the entrance Miss Sach;’ 
private office is to the right, equippe:! 
with black lacquer furniture and a rose- 
tinted rug. Walls and ceiling are gold 
leaf. 

On the opposite side of the foyer is 
the business and credit office. 

Up several steps from the main flocr 
is the shoe salon, which has a Rosalia 
color scheme and is furnished with 
modernistic chairs and stools. The in- 
terior of the building was designed by 
Miss Eleanor LeMaire, of New York. 
At a reception held at the store Miss 
Sachs was presented with a paintiny 
of herself by her sister, Miss Yett: 
Sachs, manager of the Mary Sachs’ 
store in Lancaster. The painting, 
‘which has been hung in the board 
room, was executed by Boris Kub- 
lanov, of New York. 





Participate in Art Week 


BostoN—The New England Shoe 
and Leather Association had a ‘special! 
table at the luncheon at the Boston 
Chamber of Commerce, held in connec- 
tion with Art Week in Boston, Apri! 
14, with the following guests: Charles 
C. Hoyt, treasurer of the Boston Shoe 
Fair; Miss Ruth S. Kerr, style analyst 
of the Calf Tanners’ Association, New 
York City; Miss Mollie F. Hurley, 
stylist of the Dunbar Pattern Co., 
Brockton and New York; Miss V. K. 
Cameron, editor of The Shoe Buyer; 
Miss Helen M. Haney, special writer, 
Boston; Thomas A. Delany, secretary- 
treasurer of the National Shoe Travel- 
ers’ Association, and George M. Rand, 
of the Tolman Print, Inc., Brockton, 
Mass. 


Malool’s Open 


PATERSON, N. J—Malool’s, a new 
footwear shop for men, women and 
children, has been opened by Archie 
Tonelson, J. Elmer Johnson and 
Charles J. Malool at 84 Broadway. 
They handle the Nunn-Bush shoes for 
men; Foot-Savers, Fashion Arch and 
Arch-Form shoes for children. 





New St. Paul Store 


St. Paut—Strauss Shoes is a new 
popular price shoe store at 104 E. 7th 
St., Bremer Arcade, with a hosiery 
department. L. K. Funk is manager 
and Leo Hudalla, assistant manager. 





been named manager of the store. 


> PROFITIZE YOUR BUSINESS IN '32! < 
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during the SHOE & LEATHER STYLES 
CONFERENCE in NEW YORK .... 


May 2nd and 3rd 


r distance—only a step away from the And equally modern is the 


hum of conference activity... yetaquiet  ‘conomy of being our 
; guests. The rates— 
and restful atmosphere for the in-between 
hours. Near Park Avenue, the shopping Single $3—$4—$5 
center, the theatres and the Grand Central Double $4—$5—$6 
business zone. Suites $10 and up 


HOTEL LEXINGTON 


Lexington Avenue at 48th Street, New York City 
Chas. E. Rochester, Manager 
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WHERE TO BUY 
Ballet Slippers 


Oh 


DELIVERY 


Fast replacements and in- 
stant service - generally, 
are necessary for your 
theatrical department. 
Supplying our full line 
to dealers everywhere, we 
know yotr needs 

Write us! 

CHICAGO 

THEATRICAL 


. SHOE -CO. 
3rd Floor, Capitol Bldg., 


159 N. State St., 
Chicago, Ill. 


Coast Orders filled from: 
6715 Hollywood Bivd., Hollywood, Cal. 








IN-STOCK—BLACK KID BAL- 
LET—RIGHT AND. LEFT LAST 
Wom. Miss. Childs 


609..$1.15 $3.10 $1.05 
600.. 1.30 1.25 1.20 


Brooks Shoe Mfg.Co. 
Philadelphia 
Swanson and Ritner Sts. 


IN 
T 
Los Angeles—1162 So, Hill St. riches 








In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 








HARD TOE DAR SLIPPERS 


, isk nite “e260 ; 


Black Tr i PAIR 
Sizes: 5 Childs to 8 Ladies 
Widths B to & 
Send for Catalog and 
Agenty Proposition 
BEN & SALLY THEATRICAL FOOTWEAR, Inc. 

244 West 42nd St., New York, N. Y. 











Everlast Toe— 
It Saves and It Sells 


— deciding on a line ask if it 

has what the public wants. Ad- 
vance ballets have 8 
tures, are nationally advertised | and trouble 
free. Welcomed by schools and a sure re- . 
eater. Send for sample and catalog. Illus- | 
trated is the new Everlast Toe. 


ADVANCE THEATRICAL SHOE CO. 


Dept. 9, 159 N. State St., Chicago 
Breach: e362 Hollywood Blvd., Hollywood, Cal 





O. H. Jansen Buys Out’). W. West 


Des Mornes—O. H. Jansen has pur- 
chased the interest of his partner, J. 
W. West, in the Jansen shoe store at 
Rock Rapids, Iowa, and will operate 
the business under the name of the 
Jansen Shoe Co. 


» ABOUT PEOPLE <q 


RS 


Wins Dog in Keds Contest 


Boston—A pedigreed, wire-haired 
fox terrier puppy, prize in a nation- 
wide contest sponsored by the United 
States Rubber Co., was_ recently 
awarded to Robert Craigin, 12, of Daw- 
son Street, Dorchester, Mass., in the 
second floor boys’ shop of Wm. Filene’s 
Sons Co., Boston. 

Robert’s 50-word essay on “Why I 
Like Keds,” submitted in the weekly 
contest of the rubber company, won the 
first prize to be received by a Massa- 
chusetts boy: 

The terrier was selected by Frank 
F. Dole, nationally known dog expert, 
and arrived at the South Station from 
Idle Creek Kennels in Pennsylvania. 
A few hours later he was introduced 
to his young master and a group of his 
master’s friends at Filene’s. 

The essay which won the prize for 
Robert was submitted in the form of an 
acrostic as follows: 


Keep Kids Kicks 
Effect Economy Ensure 
Divert Dangerous Digit 
Show Seasons Snappiest 


Discomforts 
Styles 


Walk-Over Changes 


SAN FRANcIScO—R. E. Griffis, for 
some years past division manager for 
Walk-Over Shoe Stores, with headquar- 
ters in Chicago and, prior ‘to that, in 
Cleveland, has been appointed division 
manager for the west coast district 
with headquarters in San- Francisco. 
L. E. Ruddle, fér-some two and a half 
years past manager of the Walk-Over 
Shoe Store in Berkeley, has been made 
manager of the Walk-Over in San Jose. 


Hartley with Baynham 


DayYTON—A recent addition to the 
‘competent sales force of the Baynham 
Shoe Company, Fourth and Ludlow 
Streets, this city, is C. R. Hartley, one 
of Dayton’s most experienced and pop- 
ular shoe salesmen. 

Mr. Hartley, for the past 17 years, 
was manager of the P. J. Myers shoe 
store, also of this city. The Baynham 
store specializes 
Florsheim shoes for men and women. 


Schechter Succeeds Glucksman 


Kansas City, Mo.—M. J. Schechter, 
formerly assistant manager, is- now 
-manager of the I. Miller shop here. 
Mr. Schechter has succeeded Arthur 
Glucksman who with Frank Tanne- 
baum, of the I. Miller organization in 
the East, will have charge of a large 
group of Grayson shops. Mr. Glucks- 
man is now in New York where he 


has been called by the serious illness_| 





of a brother. 


in the well-known 


Umbrellas for Advertising 


New YorK—A clever and practical 
souvenir for advertising purposes re- 
cently has. been patented and is being 
called the “Umbrellette” and, as the 
fame implies, is a new kind of um- 
brella. It is made of heavy waterproof 
paper and cardboard with wooden 
spokes and a detachable wooden handle. 
This new device is not a child’s toy, 
but should prove to be a very accept- 














able gift to a woman, as it will shed 
water in an ordinary rainstorm as well 
as protect the user when the sun is 
shining. This makes it ideal for resort 
and general summer use. 

Extended, the umbrellette measures 
27 in. across, while it is only 5 in. 
when folded. The advertising of the 
merchant may be printed on the in- 
side, or the umbrellas can be sold at 
retail for a dime at a good profit, with 
no store advertising. 


O. W. Metzger May Run for Congress 


ALLENTOWN, PAa.—Owen W. Metzger, 
member of the firm of Wetherhold «& 
Metzger, operating large shoe stores in 
this city and Reading, is being urged 
to stand for the Republican nomination 
for Congress from the Bucks-Lehigh 
district. While Mr. Metzger has dis- 
‘claimed any desires for public office, 
the party leaders feel that he is the 
logical candidate, due to his popularity 
and his record as a successful busines: 
man. 
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, DANDY — 
For the young ones STURDEZE 
SANDALS 


TRADE MARK REGISTERED 
give you 





Reimer Poniles They are designed and priced to 
Pa .t Sint Leather pep up lagging ae in eng 
Sm insert. departments. And they’re doing it 
—e right and left. Eye catching pat- 
a wt terns catch every sale—and you 
White Elk, Black Elk start ahead to new profit-making 
ada a records when you put in Dandy 

Sturdeze Sandals. 

If your jobber doesn’t handle them 
. —write us direct. Either way fast 

deliveries are certain. 


FEIN & GLASS, INC. 


11TH AND MARION STREETS, READING, PENNA. 





WARNING: Manufacturers and retailers are advised 
that Patent Rights on this new and exclu- 
sive design will be protected to the full ex- 
tent of the law. 











How can you be 
sure you are buy- 
ing Economical 


Seating? 


OU buy economical seating when A good looking chair priced 

you buy “American” Interlocking surprisingly low. 
Seating. Cost is no more in the beginning and less in the end. 
More chairs can be set up per square foot. That means lower 
chair cost per square foot of floor space. Better service for more 
customers. They are roomier, more comfortable, more inviting. 
Attractive coverings add a touch of color that buyers like. Before 
you buy, let our designers and draftsmen suggest an efficient 
seating arrangement. Simply forward rough floor plan. 


“AMERICAN” INTERLOCKING CHAIRS 


FREE Send for your copy of 
“New Styles in Shop Seating” 


A 32-page book of helpful wating suggestions. 

Proved Tocts on the advantages of Interlocking 

type seating. Have it ready for reference when 

you are ready to buy. Copy mailed free. 
Address Dept. BS13. 








. . ’ 
American Seating Company 
Makers of Seating for Shoe Stores, Schools, ( 
Te. Churches and Public Auditoriums 
General Offices: GRAND RAPIDS, MICHIGAN 
SZ Branches in All Principal Cines 
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THE HOTEL 


MONTCLAIR 


LEXINGTON AVE.49™ TO 50™ST. NEW YORK 
Directly Opposite the Waldorf-Astoria 


800 ROOMS 


EVERY ROOM WITH BATH 
From $3.00 per day 


ATTRACTIVE RATES BY THE MONTH 


A RADIG IN EVERY ROOM 


Short walking distance from Grand Central 
Terminal and B. & O. Motor Coach Station. 


Ten minutes by taxi from Pennsylvania Sta. 


American Home Cooking Served in a Notable Restaurant 


OSCAR W. RICHARDS, Manager 
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WHERE TO BUY 


Children’s Footwear 


THE COMPLETE LINE 
OF HIGH GRADE 
CHILDRENS SHOES 


TO RETAIL AT POPULAR PRICES 
Maiathon Shoe Co; 


sa (TO tne “LW Ft eee 
| FOR BOYS } KAMPTRAMP [FOR =e 
cieeeananal sty SHOE ~~ 
Tan and Smoked Elk Moccasins 
Goodyear Welts In Stock 
5/8—Infants’ 
2.00 
8% /12—Child’s 
$2.35 









12% /3—Misses’ 
2% /8—Women's 
$3.10 
Send jor catalog 


ADAMS BROS. 











PUTTSFLELD, NOU 





YGROY 
ie WELTS No 


HAVE 
FLEXIBILITY 
SMOOTHER INSOLES 
QUALITY AT LOW PRICES 


By 
SHAFT-PIERCE SHOE COMPANY 


Mfrs. of Acrobat and Clara Barten Shoes. 
FARIBAULT, MINNESOTA 














163 NUMBERS IN STOCK 
520 SIZES AND WIDTHS. NEW CATALOG 


SHOE MFG.CO. 


MILWAUKEE.wIS. 
| LANE BROS. CO., Boston, Mass. 
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Sheep Tanners Organize 


PEaBopY, Mass.—Tanners of. sheep 
leather are forming an organization to 
promote their merchandising as well as 
their manufacturing methods, and, at 
a meeting recently, they elected officers 
and appointed a committee to secure 
attendance at the next meeting of rep- 
resentatives of all tanners making sheep 
leather for shoes and the multitude of 
other articles for which sheep leather 
is used. 

The following are the officers: Paul 
Gallagher, Paul Gallagher & Co., Inc., 
Peabody, president; R. S. Roberts, W. 
J. Budgell & Sons, Inc., Peabody, sec- 
retary and treasurer, and these for the 
executive committee: Stephen Palmer, 
A. C. Lawrence Leather Co.; A. C. 
Morrow, Winslow Bros. & Smith Co.; 


thur Hamel, L. H. Hamel Leather Co.; 
Michael Flynn, John Flynn & Sons, 
Inc.; Walter Gilbert, Gilbert & Co., 
and Eugene Bissell, Bisse}] Leather Co. 


Changes in Northern California 


SAN FRANCIScO—New shoe stores 
and changes of ownership indicate 
marked Spring activity in the retail 
shoe business of northern California. 
United Shoe Store has been opened in 
Napa; Reliable Shoe Company, with 
W. B. Steinbrunner and C. E. Peterson 
as co-partners, has opened at 2066 San 
Pablo Avenue, Berkeley. The New Col- 
ma Shoe Store, in Colma, has been sold 
by R. & F. Cremolini to John Gueri- 
soli; A. Cooper has purchased Fred 
Hartman’s retail shoe establishment at 
838 Olive Avenue, Fresno; Al’s Bar- 
gain Store has purchased the M. Solo- 
mon shoe shop at 1572 Seventh Street, 
Oakland; E. G. Shivley is now sole 
owner of Shivley & Gravell Shoe Shop, 
Merced, having purchased the interest 
of his partner, Edward R. Gravell; 
Mrs. Dora Lewis has purchased the 
Palo Alto Shoe Co., 376 University Ave- 
nue, Palo Alto, from William Yeffa and 
Nathan Lewis; Rogaway Bros. have 
purchased the shoe department of the 
National Dollar Store, at Tenth and 
Washington Streets, Oakland. 








Lovett & Garber Open 


HARRISONBURG, VA.—On March 19, 
Lovett & Garber, Inc., opened an Arch 
Preserver store here at 38 South Main 
Street. The officers of the new concern 
are Mr. R. Lovett, president; Ida Lov- 
ett, vice-president; F. Barth Gerber, 
treasurer, and Ellen M. Gerber, secre- 
tary. 

Mr. Lovett is a former member of the 
firm of Lovett Brothers, which con- 
ducted stores in Harrisonburg, Win- 
chester and Staunton, which was liqui- 
dated recently following the death of 
Frank Lovett. 

Mr. Garber has been connected with 
the retail shoe trade here for more than 
25 years, having served for 18 years 
with the firm of T. P. Yeager, and for 
more than 18 years with Lovett Broth- 
ers. 





B. E. Cox, B. E. Cox Leather Co.; Ar- 





ao 
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Harry Thall Joins Howard & Foster 


New York—Harry Thall, formerly 
vice-president of Walker-Thall, Inc., 
Stoughton, Mass., last week confirmed 
a rumor current in the trade to the 
effect that he has severed his connec- 
tion with that organization. Mr. Thal! 





Harry Thall 


announced that he has become con- 
nected with Howard & Foster, Inc., of 
Brockton, as a member of the firm and 
in a styling and selling capacity. He 
performed similar duties for Walker- 
Thall, Inc. 


Sisney Heads Oklahoma Merchants 


TULSA, OKLA. — Phillip E. Sisney, 
manager of the I. Miller shoe store, 
has been elected president of the Okla- 
homa Retail Merchants Association at 
the annual convention at Shawnee. 

Sisney, long. active in civic, social 
and business circles here, served 
president of the Tulsa Retail Mer- 
chants Association in 1930 and 1931, 
and since 1925 has been director of the 
Tulsa group. 

The Shawnee meeting was held Mon- 
day and Tuesday, April 11 and 12. 


as 





Claxton Opens Slipper Shop 


ALEXANDRIA, LA.—The Slipper Shop, 
Alexandria’s newest store, has opened 
under the management of Jack Clax- 
ton. The store is located in Third 
Street, and is modernistic in every de- 
tail. According to Mr. Claxton, who 
for the past five years has been con- 
nected with the Rapides Shoe Store, 
the Slipper Shop will carry copies of 
all high class novelty footwear and 
will deal strictly in ladies’ shoes. Mr. 
Claxton will be assisted in the manage- 
ment of the new shop by Allen Richey, 
who has had more than two years °f 
experience as a shoe salesman, servin? 
also with the Rapides Shoe Store. 
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SHOE LACE COMPANY, 








SHOE LACES 


AN IMPORTANT LITTLE DETAIL 


The wide-awake manufacturer never 


neglects his laces for he recognizes the qual- 


. ity lace as one of the smaller yet important 


items so necessary to the smart, finished ap- 


pearance of his footwear. 


Although the customer may not know 
that your shoe conceals a box toe, counter, 
shank, etc., he instantly sees the lace. A good 
looking, quality lace is a visible sign of inbred 
quality in the shoe itself. Equip your shoes 
with laces backed by 67 years of lace making 
experience. We can offer you a complete 
line of glazed, soft-finished, rayon, and mer- 
cerized laces for all types and grades of shoes 


at prices which make them unusual values. 


(Successor to Joslin Manufacturing Co., Established 1865) 


PROVIDENCE, R. I. 
SELLING AGENT 





LTD. 


UNITED SHOE MACHINERY CORP., BOSTON, MASS. 
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WHERE TO BUY 


Children’s Footwear 


li eli hl 





MRS. DAY’S IDEAL BABY 
SHOE CO. 


Soft Soles — Inter- 
mediates. Hard 
Soles— infancy to 
four years! 


Danvers, Mass. 
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WHERE TO BUY 


Shoe Accessories 


Oe EE OF oO 





Buy Superior Felt 
or Rubber Meta- 


) tarsal Buttons 


leather topped felt heel cushions, 
3 ply leather heel seats, all felt 
heel cushions, grippers, chiropo- 
— — pinch pads, etc., at 
urers’ prices, from 
CARLTON CUSHION. ARCH MFG. CO. 
321 West Monroe Street Chicage, til. 











WHERE TO BUY 
Dancing Shoes and Taps 


vmaaree~ +. 


* KENDALL’S . 


Style No. 1! Patent Lea. 
Women’s 2 to 8, B and C 


$2. 
Misses’ {i to 2, B and C 
$1.90 





le No. 12 

Kid 
Women’s 2 to 8, B and C 
Misses’ 11 to 2, B and C $1.65 


x KENDALL SHOE COMPANY 
HAVERHILL, MASSACHUSETTS 
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Price and Wright Appointed 


LOUISVILLE—R. M. Price has been 
appointed manager of the new women’s 
shoe salon at Byck Brothers & Com- 
pany, and F. G. Wright was appointed 
manager of the new children’s shoe 
shop. 

Seats in these departments are not 
arranged in the customary shoe shop 
row. Chairs of modernistic construc- 
tion, covered with turquoise, beige and 
watermelon-colored leather, are ar- 
ranged in informal order. 

The children’s shop contains figures 
and pictures of numerous nursery 
rhyme characters, is equipped with a 
merry-go-round and has freak mirrors 
to provoke hilarity. 


>  PROFITIZE YOUR BUSINESS IN ’32! 4 








Schober a Color Director... é 


New York—J. Laird Schober, of 
Laird Schober & Company, Philadel- 
phia, was named a member of the 
board of directors of the Textile Color 
Card--Association-of the U. S. at that 
organization’s 17th annual. meeting on 
Friday, April 15, at the association’s 
headquarters, 200 Madison Avenue. 
Mr. Schober is the only shoe repre- 
sentative on the board or among the 
officers. Charles Pinnell, president of 
Fred Butterfield & Company, a textile 
house, was elected president; Roy E. 
Tilles, of the Gotham Silk Hosiery 
Company, first vice-president; Armand 
Schwab, of Amberg, Schwab & Com- 
pany, second vice-president; Alfred L. 
Simon, of Alfred L. Simon & Company, 
treasurer, and Margaret Hayden 
Rorke, secretary and managing direc- 
tor. 

Activities of the association for the 
past year were reviewed by Mrs. Rorke 
and others in their annual reports, 
which showed the work of color stand- 
ardization progressing into many new 
fields and many countries. A new 
activity that has been undertaken. is 
the coordination of costumes and 
jewelry in cooperation with the New 
England Manufacturing Jewelers’ and 
Silversmiths’ Association. 

A memorial resolution for the late 
John C. McKeon, member of the firm 
of Laird Schober & Company, for many 
years a director and vice-president of 
the association, was passed. 


Markofsky Retiring 


DETROIT—Ellis Markofsky is going 
out of the shoe business after twenty- 
four years of successful merchandising. 
He plans to close his stores at 4722 
Michigan Avenue. While plans remain 
tentative, he may turn the business 
over to his son, or may sell out entirely. 





OBITUARY 





Bernard B. Walthers 


New York—Bernard B. Walthers, 
one of the best known traveling shoe 
salesmen for the metropolitan market, 
died after a few days illness on Thurs- 
day, April 14, at the Grand Hotel here. 
Mr. Walthers was taken ill with an 
ear infection which later developed into 
meningitis. 

“Barney” Walthers was one of the 
sons of the elder “Barney” Walthers, 
who conducted a shoe manufacturing 
business in Thomas Street, New York, 
years ago, and who also maintained re- 
tail stores. He grew up in the atmos- 
phere of the shoe factory and store, 
and after working in his father’s busi- 
ness for some years started out as a 
salesman for other concerns. His 
latest connections were the American 
Shoe Company and the Artistic Shoe 
Company. He was representing the 
latter firm at the time of his death. 

Mr. Walthers was an authority on 


style and during his long career had 
had much to do with the successful pro- 
motion .of many styles in both men’s 
and women’s shoes. 

Surviving him are four brothers, 
Jack, of Valley Stream, L. I.; William, 
of Woodside,- L. I.; .Christopher, of 
Mount Vernon, N. Y., and Henry, of 
Valley Stream, L. I.; as well as two 
sisters, Mrs. H. Spaeth, of Flushing, 
L. I., and Mrs. M Taylor, of Mount 
Vernon, N. Y. 


J. Rudolph Schuler 


San Dieco, Cau. — J. Rudolph 
Schuler, aged 49, veteran shoe man 
and office manager of Streicher Stores 
in San Diego, died March 29 at his 
home, 3146 James Street, Lomal Portal, 
following a protracted illness. 

Schuler had lived here eight years, 
and in that time had acquired a wide 
circle of friends. Besides his office as 
manager, he was private secretary to 
Ed Streicher, who had Schuler come 
to San Diego because of his unusual 
qualifications. 

Schuler had followed the footwear 
business since boyhood. Before coming 
te San Diego, Schuler was credit man- 
ager of the Red Cross Shoe Manufac- 
turing Company of Cincinnati for 20 
years. He also was secretary of an 
exclusive shoe manufacturers’ club of 
that city. 

His survivors include his mother, 
Mrs. Catherine Schuler, and a sister, 
Mary Alice Worth, both of Loma Por- 
tal. 

The body was sent by Goodbody’s 
Ivy Chapel to Louisville, Ky., for 
burial. 


Russell J. Williams 


JACKSONVILLE, FLA.—Russell J. Wil- 
liams, 37, prominent shoe retailer in 
Florida for the past seven or eight 
years, died at his home here last week 
after an extended illness. 

Mr. Williams was a native of Mas- 
sachusetts where he learned the shoe 
business, and was known as one of the 
foremost shoe designers of this country. 
He was in the shoe business in Boston 
and also New York some years ago. 

Besides operating an exclusive shoe 
salon for ladies in Jacksonville, he 
cperated a store at Miami Beach dur- 
ing the winter months. 

He is survived by his widow, Mrs. 
Hazel Williams; also his mother, a 
sister and two brothers of Cambridge, 
Mass., at which point interment was 
made. 





A weekly record of failures, embarrass- 
ments, etc., is published by the Weekly 
Bulletin of Leather and Shoe News, 183 
Essex Street, Boston, Mass. Those of our 
subscribers who feel the need for that 
sort of information can obtain it by sub- 
scribing to the Weekly Bulletin—sub- 
scription, $3.50 a year. . 














pSTYLE CONFERENCE, NEW YORK, MAY 2-34 
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WANTED TO PURCHASE 


‘WANTED TO PURCHASE 





WE are in the market to pay cash for shoe 
stocks, rangi from $10,000 to $50,000, 
that are for sale by receivers, bankruptcy or 
retiring from business. 

We are only interested in stocks of good 
shoes and styles made by manufacturers pro- 
ducing good shoes. Signed MAROTT SHOE 
SHOP, Indianapolis, Indiana. 





LINE WANTED 





POSTER @® DEUTSCH 
436 Grand St., New York City 
Phone Dry Dock 4-0352 
— BUY FOR CASH — 
entire or surplus stocks of 

SHOES—DEPT. STORES 


Leases assumed Transactions confidential 





MERCHANTS’ NEEDS 





aobedl tT MOCCASINS 


Culllpsele tie OF gull Muccasin OX- 
fords at competitively low prices. 


900 Wisconsin’ Ave. 


Also fishing, hunting and out- 
ing footwear. Dealers write 
‘or catalog. 
everal excellent territo- 
ies still open for factory 
representatives. 


RUSSELL MOCCASIN CO. 
Berlin, Wis. | 








SALESMAN — Desires manufacturers line 
men’s slippers, for New York City, part of 
Pennsylvania and New England. Control fol- 
lowing with chain and department stores. Ad- 
dress C-898, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


EXPERIENCED shoe man who is traveling 

Middle West and Northwest wishes to con- 
nect with medium and popular priced shoe 
manufacturer on straight commission. — First 
class bank and personal references. Replies 
kept confidential. Address C-899, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


ALESMAN, 20 years’ experience, wants 

line with drawing account. Has established 
trade Ohio, Indiana, Illinois and Southern 
States, contacting jobbers or retailers. Ad- 
dress C-900, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








We will pay the best price for 
your surplus or entire stocks of shoes, 
general merchandise or department 
stores. Leases assumed. 

Phone - Write - Call 


All matters strictly confidential. 
I. SIMON CO. 


101 Reade St., New York City 
Phone Worth 2-5922 Est. 1880 





“HIGHEST CASH PRICES 
PAID 


for shoe stocks, slow sellers, ete. 
leases taken over. Transactions 
Est. 1890 
MAX GLAUBERG 
327 Church St. New York City 
Phone: Canal 6-2632 





Short time 
confidential. 





stors a 
CUTTING is 
HERE 


VAMP -EEZ 
INSTEP PROTECTOR 
Patent No. 1,8 87 
Obtainable in “—" dull 1 white, beige, brown 
Sold thro “al a jobbers. 


VAMP-EEZ COMPANY 
1141 Broadway, New York City 














BUSINESS OPPORTUNITIES 








YOU CAN HAVP A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











New Salon in Emporium 


SAN FRANCIScO — The Emporium’s 
first floor now boasts of the newly 
opened New Monterey Shoe Shop, one 
of the most modern and beautiful 
salons of its kind in the West. Car- 
ried out in Spanish motif, the shop has 
the appearance of the patio of some 
lovely California home of the Spanish 
days. Walls of creamy white stucco 
form a cool, inviting background, while 
heavy wooden beams protruding from 
the stucco wall carry out the early- 
California atmosphere. A lively note 
is added by the brilliant red tiling atop 
the walls. 

In harmony with the setting the 
chairs are, individual, of Spanish- 
California type, rustic and heavy look- 
ing, with innumerable brass nail stud- 
dings and colorful canvas seats—withal 
quite comfortable. The patio at- 
mosphere is completed by the replica 
of an old Spanish fountain in the cen- 
ter of the salon, the fountain: nymph 
being the statue of a young girl 
reminiscent of the period, standing on 
the central pedestal of darkly brilliant 
tile, the pedestal surrounded by rare 
cacti and other plants usually found 
in more southern climes—all amidst 
weather-worn rocks. Cacti also appear 
here and there through the salon in 
Indian vases and pots; tile work also 
contributes its contrasting coloring 
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We will buy from manufacturers, 
Jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 
enables us to handle large and 
small quantities. 


KIRSCH-BLACHER CO., INC. 


590 Broadway New York 
Phone CAnal 6-4298 and 4299. 














MERCHANTS’ NEEDS 





you cannot afford . 
to do without. 
White us for deioil- 
ed information. 


MILWAUKEE 
WISCONSIN 


Mandel En yng Co. 


CAWKER ‘Act 
BUILDING 


dios o 








throughout the New Monterey Shop. 
In order to break the severity of the 
cream-white stucco walls, wrought iron 
holders containing red earthenware 
pots with geranium plants hang from 
these walls. More tile work enlivens 
the base of the display cases on the 
outer edge of the shop. ‘The final touch 
is the oblong checkerboard pattern in 
tile red and soft gray that forms the 
interesting floor covering—a perfect 
background, or rather foreground, for 
the shoes the customers are trying on. 
To sum up, the shop invites irresistibly 
by its superb architectural beauty and 
its atmosphere or refinement and cool 
repose. 


#=NEW / 
MODERNIZE YOUR 
STORE WITH MODERN 
MODERNISTIC SHOE CARTON 
LABELS -& WRITE FOR 
SAMPLES*NO OBLIGATION 
OVER FIFTY YEARS OF 
DEPENDABLE SERVICE 


OST LESS-® LAST LONGER’ 
EXECUTIVE OFFICES 
259*275 LEXINGTON AVE, 

8 BROOKLYN, N.Y. NON 


+— 




















i 











New Economy Link 


PORTLAND, ORE.—The Economy Shoe 
Stores of Portland, Ore., are opening 
an. additional link in their chain of 
Portland shoe stores at 146 Fourth 
Street, as the most likely to attract 
new business. 

Samuel Pomarantz, president of the 
Economy Shoe Stores, which operate 
several retail shoe stores in Portland 
as well as the vicinity of the Oregonian 
metropolis, completed the negotiations 
for the new store that will occupy the 
ground floor location of the, prominent 
Wilson building. 

This likely location will be fitted up 
as a handsome shoe salon, with an en- 
tire new store front that will include 
beautiful displays, and an interior that 
will form an attractive setting for the 
display of modern footwear. The new 
shoe store will spread over a full thou- 
sand square feet of fioor space. 
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BOOTS AND SHOES 


Adams Bros., Pittsfield, N. H............. 54 
Advance Theatrical Shoe Co., Chicago, Ill... 52 
Athletic Shoe Co., Chicago, Ill............. 50 
Ault-Shackford Shoe Co., Auburn, Me...... 42 
Bass, G. H., & Co., Wilton, Me............ 50 
Ben & Sally Theatrical Footwear, Inc., 
ED a cass cubardssindiareovnee 52 
Blog Shoe Co., New York City............ 52 
Brooks Shoe Mfg. Co., Phila., Pa........... 52 
Burdett Shoe Co., Lynn, Mass............. 48 


Chase, W. 8., & Sons, Haverhill, Mass.... 48 
Chicago Theatrical Shoe Co., Chicago, Til... 52 


Clapp, — & Sons, Inc., East Wey- 
Ae ae 46 


Coon, W. B., bei Rochester, N. Y......... 44 


Ebberts, John, Shoe Co., Buffalo, N. Y.... 50 


Fein & Glass, Inc., Reading, Pa............ 53 

Freeman-Thompson Shoe Co., St. Paul, 
SG snes pie cdo trakeewestceecsas ees vices 48 

Gilbert Shoe Mfg. Co., Thiensville, Wis.... 3 


Heel Hugger Shoes, Inc., Auburn, N. Y.... 8 
Herbst Shoe Mfg. Co., Milwaukee, Wis.... 54 


Horwitz, Vincent, Co., New York City..... 48 
Ideal Baby Shoe Co., Danvers, Mass....... 56 
Juvenile Shoe Corp., Aurora, Mo........... 45 


Kendall Shoe Company, Haverhill, Mass... 56 


Kreider, A. 8., Shoe Co., Annville, Pa...... 35 
Marathon Shoe Co., Wausau, Wis......... 54 
Musebeck Shoe Co., Danville, Ill............ 5 
Nettleton, A. E., Syracuse, N. Y.......... 46 
Old Colony Shoe Co., Brockton, Mass...... 46 
Packard, M. A., Brockton, Mass............ 46 


Pedigo-Lake Shoe Co., St. Louis, Mo. .2nd Cover 
hy Branch of Int. Shoe Co., St. Louis, 


USS eee es SES codecs deed dered rd Vewos 25 
Queen Quality Shoe Co., St. Louis, Mo..... 1 
Reed, E. P., & Co., Rochester, Pa......... 51 


Richards & Brennan Co., Randolph, Mass.. 46 
Robinson, Bynon Shoe Co., Auburn, N. Y... 23 
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Roth Shoe Co., Philadelphia, Pa.........-. 48 
Russell, W. C., Moccasin Co., Berlin, Wis.. 61 





Sandler, A., Boston, Mass..........+-+++++ 39 
Shaft-Pierce Shoe Co., Faribault, Minn.... 54 
Smith, J. P., Shoe Co., Chicago, Ill........ 50 
Stacy, Adams Co., Brockton, Mass......... 46 
Vaughan-Towle Co., Wakefield, Mass....... 50 


LEATHER AND OTHER MATERIALS 


Armstrong Cork Co., Lancaster, Pa....... 4 
Barbour Welting Co., Brockton, Mass...... 37 


ee & Almy Chemical Co., Cambridge, 
er eer aE ee Front Cover 


Evans, “John R., & Co., Camden, N. J..... 30-31 
Gallun, A. F., & Sons Corp., Milwaukee, 
Wis. 


Goodyear Tire & Rubber Co., Akron, Ohio. .6-7 


Hamel, L. H., Leather Co., Haverhill, Mass., 
4th Cover 


Tanners’ Council of America, New York City 33 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


Compo Shoe Machinery Corp., New York City 27 
Mears, Fred W., Heel Co., Boston, Mass.. 49 
United Last Co., Boston, Mass............. 47 
ae ov Shoe Machinery Corp., 


SHOE ACCESSORIES 
Comes Cushion Arch Mfg. Co., Chicago, 


ene ereoede cecvcececercccscceceonoese 56 
Narrow Fabric Co., Reading, Pa.......... 41 
Shoe Lace Co., Ltd., Providence, R. I...... 55 
Vamp Eez Co., New York City. ......... 61 


SHOE STORE EQUIPMENT 


King Shee Shiner Corp., New York City 
3rd Cover 


Meyer, Frank C., Co., Brooklyn, N. Y...... 61 
Shoe Form Co., Auburn, N. Y...........+ 46 
MISCELLANEOUS 
Glauberg, Max, New York City............ 61 
Hotel Edison, New York City.............. 57 
Hotel Lexington, New York City.. ...... 51 
Hotel Lincoln, New York City............. 57 
Hotel Montclair, New York City........ 53, 57 


Kirsch-Blacher Co., Inc., New York City... 61 
Mandel Engraving Co., Milwaukee, Wis.... 61 


Poster & Deutsch, New York City......... 61 
Simon, I., Co., New York City............. 61 
Stephenson Laboratory, Boston, Mass..... 61 
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Free Shoe Shining Service 


CHIcAGo—Pat Kay, manager of the 
Bostonian Shoe Shop in the Palmer 
House, 23 West Monroe Street, Chi- 
cago, had been a clerk in a general 
store in a small town in Texas, coming 
to Chicago in February, 1928. 

One of Mr. Kay’s original and suc- 
cessful ideas consists of an attractive 
case to the left of the front door en- 
trance, where he has a customer’s name 
on each drawer of the case so that cus- 
tomers drop in and leave shoes to be 
shined. One customer changes his shoes 
twice each day. The shoes are shined 
and trees placed in them—all no 
charge. 

Across the store, to the right of the 
entrance, is the shoe shining stand, 
and the boy in charge is the only per- 
son who gets anything out of this ser- 
vice. He receives whatever the cus- 
tomer wants to give him, usually 25c. 
a week. 

Kay said: “While these customers, as 
a result of having their shoes cared for 
in this manner, may not buy as .many 
shoes in the course of a year or two, 
nevertheless it works to the advantage 
of the store in that it keeps these cus- 
tomers’ footwear in fine condition, they 
talk it up to their friends, and the re- 
sult has been many new customers these 
men have sent in. Our convenient loca- 
tion makes it handy for these men to 
come in and change their shoes as often 
as desired, putting on a fresh pair and 
leaving the ones they take off with us 
for shining and treeing up.” 

Mr. Kay does one of the best mer- 
chandising jobs of men’s shoes in the 
Loop, and typical of his merchandising 

service is the following large card which 
is posted in a conspicuous place on the 
wall: 

“Slap dash careless foot fitting is a 
dangerous practice. Fit a man to the 
shoes his feet like, his eyes like, his 
purse likes, and you have won his con- 
fidence.” 


Adler Opens 25th Store 


PATERSON, N. J.—The sa 
store of the Adler Shoe Co. has been 
opened here at 156 Market Street. The 
store caters to men exclusively. Ar- 
thur Adler, vice-president of the com- 
pany, was in charge of the opening of 
the store. They have stores in New 
York, Newark, Jersey City and other 
cities. 
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